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South ef the Beedes 


... from the land of Manana, down Mexico way 


comes Korrect-Way's inspiration for these gay 
new display pieces. Symbols of life's more ‘'le 
sure’ moments, they're the smartest, smoothest 
selling displayers on today's market. All except 
the No. Fl842 Cactus* are constructed of rein 
forced DU'RALOID composition. All are vividly 
colored in authentic Red, Green, Brown and 
Yellow combinations—and are furnished complete 
with plate glass shelves, in sizes as listed. Be the 
first in your community to ‘cash in'’ on the added 
selling appeal these lovely units give displays. Or 
der your ‘South of the Border’ display set today! 





SOMBRERO—No. F1844—19" high 


all. With 10x12" plate glass shelves ¢ 6.95 ea. 


BURRO—No. 1845—25" high. 25 V 
all width. With two 10" dia. plate gla 


shelves $10.95 ed. 
CHINA POBLANA—No. F1846 Ful 
round, not a plaque. 32" high. 18" dia. 
plate glass shelf $10.95 ea. 


*MAGUEY—No. F1842——48" high. 30 
overall width. Molded of lightweight 
papier-mache. Open back. Has plywo a 
easel type brace. With 12x1!4'' plate glass 


shelves $ | 2.95 ea. 


BANNO HOJA—No. F1843—28'' high. 
28"' width. With 8x10" and 10xI2" plate 


glass shelves $ 6.95 ed. 


KORRECT-WAY No DISPLAY PRODUCTS 


“The Best for You in Forty-Two” 


Pribil Display & Sup. Co. PHILADELPHIA Naythons Display Fixture Co 
. Walter W. Martin PITTSBURGH ._. Deweese Display Equip. C« 


The Art Products Co. PORTLAND ... . Northwest Display Equir 

. National Equipment Corp ST. LOUIS. . . Midwest Disp. Equip. Cor; 

. Grossman & Silvers, Inc SAN FRANCISCO Kehoe Display Fixture C 
Gulf States Display HONOLULU. ..... .. . Baders 
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America Celing.. 


TAKE PLACE | 
CIVILIAN eavewsn. 


en 






Two of a series of twelve win- 
dows which made their first ap- 
pearance at Stix, Baer & Fuller, 
St. Lovis, Mo., Feb. 12, 1942. 


VICTORY DISPLAYS 7" 


OFFERED TO YOU ON A RENTAL BASIS (In Series of 6 or 12 Windows) 










You and your displays CAN and SHOULD play a big part in America’s Victory ... Our Allies ... the State Militia... the O.P.M.... importance of National Health 
Program! It is your duty... you MUST do your share of the job of informing the and physica! fitness... war against waste...etc. Weeks of study, designing all 
people on the part they play in America’s ‘‘all-out'’ Fight for VICTORY! These made ready for your use at reasonable rental. In series of 6 or 12 windows. 


displays dramatically tell a vivid story ...'‘We the people... AT WAR!" The series 
i tant tivities... th d f ... Civili def ... Def 
LI tends ond Stamps... Bill of Rights .. The Red Cross af work...USO. ociviies WRITE OR WIRE TODAY FOR DETAILS! 
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» JPOSTERS AND cOmuUras FOR YOUR VICTORY DISPLAYS 
1. gee = 












HY US DEFENSE SANDS AND STAMPS BUY US DEFENSE BONDS AND STAMPS ™ 





a we we wk wk wk &k & & & & COLORFUL INSIGNIA OF AMERICA’S FIGHTING UNITS 








, x ° AT WAR ° Use them in your VICTORY DISPLAYS 
ii Designed by Walt Disney for the War Department. Official 
Insignia for units of service they represent. Reproduced with Mikes asses 
® th . . . 
* e permission of the War Department and Walt Disney BUY US. Derease s0nDS AND STAMPS 
Productions, a total of 26 Insignia. 
* 
1. 
te Each is produced in 9 rich oil colors on special Comura paper stock. 
a PO ST E RS Can easily be mounted or used as is in effective arrangements in 
AND connection with your ‘‘Victory’’ displays. 
* , . 
». COMUPFGS posters, size 22x28 inches, set of 4, $7.50, TWO SETS (8 
* jini aia, different posters) $13.75. Comuras, size 15x90 inches, EACH 
A. * $3.50, combination set (3 different Comuras) $10.00. 
* x nwqewek Kwek we ke kK 
> 
) GENUINE WOOD CARVING * 
AM ( 
. ERICAN EAGLE PLAQUE , ee °e@ 
ze: 24x24 inches. Carved of i lect , 
birch nat l a ht ake a - a * | Just off the press ... beautifully illustrated 8-page brochure with 
psi “ a ee a a ee ‘Ss full description of this Giant 6-foot full-relief American Eagle. 
_ bas-relief. Smartly silhouetted on crisp * Also, American Eagle Plaque .. . 8 Walt Disney Insignia posters 
white panel set on background of % inch ply- | and 3 insignia Comuras showing 26 Insignia designs. 
wood, in rich flag red durable lacquer. For win- * FOR y0 | Also, 6-page brochure on V for Victory properties — carvings, 
dows, interiors, clubs, homes, architectural designs. Pesr tn aaitrony aspuars i Comura and posters in full color. 
* nai “nese | With suggestions for uses in windows, interiors and all Patriotic 
| displays. 
$20 EACH, 3 FOR $50 * —— tarsi 7 ii 


WRITE TODAY! 





W. L. STENSGAARD AND ASSOCIATES, INC., 346 NO. JUSTINE ST., CHICAGO 
NEW YORK OFFICE: 30 ROCKEFELLER PLAZA * OAKLAND OFFICE: LEAMINGTON HOTEL 











THANK you, ladies and gentlemen of the fashion display world, for your won- 


derful reception of the revolutionary idea of Custom Styling ...and of 

our first collection of Mary Brosnan Studio Mannequins. Our 

creative spirits blossom under the warm glow of 

your approval ... our production facil- we Wehave 
ities expand with your wel- Wy eae very happily 


come and increasing 





obliged to triple our studio 


aaa ee 






orders . .. and working quarters! To you our clients, 
\ 
e and to Jas. B. Williams, Inc., whose presentation so 
perfectly interprets the spirit of Custom Styling, our thanks for 
, a thrillingly successful first year. And for the year to come, when retailing 
i generally, and the fashion world particularly has such an We- important 
ans \ 
YY role to play in national morale, our pledge to serve efficiently 
jo Ga 
and promptly, to make this a year we may all be proud of ~ a in the future. 
vs ' 
f | 
f 
é | 
veal \ | 
ie \ i 
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>». ARY BROSNAN, INC 
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REPRWES ENTE D EXCLUSIVELY BY JAS. fb. WILLIAM S,<31N C, 
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NEW SPRING SHOWING 
MARY BROSNAN STUDIO MANNEQUINS 





Starring BELOVED, TEASEY, STROLLER, surreal Pe { 
“ 
and enchanting ...a series of vital young ' 


New Yorker” types styled by Desha, the girl who f : \f 


paints the wind’, whose famous fashion drawings 


breathe the very soul ol youth. Starring, too, a new series 





ot our lovely FASHION EXOTICS in smart Conversation s 


Sibi HP Be, 
a 


Groups. And a suave new series interpreting “That | \ 
New York Personality.” Presenting new talents, new 
tec hniques, new viewpoints ... as we promised, 
remember? New glamorous juniors, sports types, 
men, and children’s figures. Available as shown, or 
custom styled for you at no extra cost. See this memorable 


performance in its sala Spring setting by Eleanor 





Le Maire, with its boundless inspiration for dramatic 
hew lishting, color, decor. Or let us send you photos 


and complete details. 








CYRILLE STEINER FIXTURES 





EXCLUSIVE DISTRIBUTORS OF MARY BROSNAN STUDIO MANNEQUINS : 
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1942 THE COVER OUR NEXT ISSUE 


"| believe that display in 1942 will be more impor- Simple dignity is the outstanding factor Easter is comparatively early this year, com- 
tant than ever. It will be a difficult merchandise year | . : , ing early in April, so the February issue of DIS- 
and every store will find it necessary to sharpen its '" this men's wear window by Howard PLAY wenn oa entite tus anit - datas 


li Hack i der to meet enses which will, un- E ; 
pes Se met ror nd that ma stores will attempt Kauffman, C. H. Yeager Company, Akron. by Louis Gehring devoted solely to suggested 
' settings for this important selling event. Other 


ir display appropriations to about the same , er : 
nvbeacnet ey a but, ime most sales are rising, As in all of Kaufman's windows, consid- feature articles will carry out the spring theme 
this should result in a dollar increase in display appro- erable emphasis is given to dramatic light- 
priation."—Frank M. Mayfield, president, Scruggs-Van- 
dervoort-Barney, Inc., St. Louis. ing. 


and there will be up-to-the-minute reports on 
current display from Chicago, New York City, 
and Los Angeles. 
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* * * 


A Challenge to Display 


The plunge of the United States into war brought with it a challenge to 
every loyal citizen to do his part to make victory a certainty. The way the 
nation has replied is known to all. The country’s complete unification and 
determination to win has brought a glow to the heart of everyone. 


But with the war came a challenge to display—to displaymen and to the 
manufacturers and suppliers of display materials and equipment. The first 
shock of conflict brought with it the feeling on the part of a number of dis- 
playmen that it meant a general retrenchment so far as display is concerned. 


Such defeatist thoughts are completely in error. It is true that govern- 
mental claims on raw materials come first and naturally every one of us is 
glad to step aside wherever necessary. But there remain plenty of other 
materials which, with traditional display ingenuity, can serve as well or better 
than those required for the war effort. There is no need for display to re- 
trench; it would be a serious mistake if it did. Modern warfare requires 
close attention to the problem of upholding civilian morale; there is no better 
way of doing this than through the medium of windows and interior displays 
that give a lift to the spirit. Displaymen and retailers must realize that just 
as long as retailing continues, so must display. 


Display directors can take either of two attitudes toward this challenge. 
They can be apathetic and make no effort to see that it is recognized by man- 
agement that display must continue as before—-a strong, invigorating, vital 
factor in merchandising—or they can adopt a positive attitude and do their 
part toward seeing that display’s worth in war-time is given the stress it de- 
serves; not merely a type of display that is hampered and handicapped by 
meager purchases of materials, but display that is bright, cheerful, morale- 
building—display that says to every shopper: “Thumbs Up!” 


That is the challenge to America’s displaymen. A great deal of their 
future depends on how they answer it. 


And how is the display industry responding? We believe its answer 
is shown in this issue of DISPLAY WORLD. The advertising of the leading 
factors in the field appears in these pages—-ample evidence of their confi- 
dence that display must and will continue unabated. 


As evidence of what some of America’s top merchants think of display’s 
place in war-time, read on the following pages the comments of men like Hal 
Kenaston, George Engel. Neil Petree, Richard Rich, Frank Mayfield, Ray- 
mond Johnson and many others whose opinions are held in highest respect 
by all who know retailing. Their faith in display is inspiring. It now re- 
mains for displaymen to justify that faith. 


* * * 
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Retailers And 1942 Display 


Frank M. Mayfield, President 

Scruggs-Vandervoort-Barney, Inc., St. Louis 

I believe that display in 1942 will be more 
important than ever. 

It will be a difficult merchandise year and 
every store will find it necessary to sharpen 
its selling attack in order to meet expenses 
which will, undoubtedly, rise. 

[ believe that most stores will attempt to 
hold their about 
the same percentage in sales, but, since most 
this 
dollar increase in display appropriation. 


display appropriations to 


sales are rising, should result in a 

Display has always been one of the most 
important of the stores’ promotional activi 
should not lose any of 


1942 


ties and it certainly 

that importance in 
Wallace C. Speers, Vice-President 
James McCutcheon & Co., New York City 

! am a little at a loss to attempt to fore 

1942 be 


kind of a 


cast what display ought to be for 


cause I am not at all sure what 
world we are going to have to display mer- 
chandise in. At least we can be sure of one 
that is that 


getting more and more scarce with the result 


thing and merchandise will be 


that display will have to become more and 


institutional in characte1 


More 

| would think that retail display appro- 
priations for 1942 would certainly not be 
more than in 1941, simply because of the 


difficulty of getting merchandise plus the in 
creased cost of doing business make it both 
unnecessary and undesirable to increase dis- 
play cost for the coming year. 

The spotlight, it seems to me, will have to 
be more on the general prestige of the store 
than on the particular items of merchandise 
Since the 


nerve-wracking 


situation is more complex and 


even than during the past 


vear, | would like to suggest again that the 


display managers have a very great oppor- 
tunity 
duty to out the pictures which they 
are creating in a that tend to 


give the public a feeling of courage and of 


which amounts almost to a patriotic 
carry 
manne! will 
the solidarity and strength of the American 
nation. I feel that this kind of 
stiffening effect 1s so important that it can 


backbone 
not be stressed too often. 

Let us hope that the display managers may 
have the opportunity of creating an actual 
gala to celebrate the victory of freedom and 
democracy before the end of 1942. 

Joseph J. Knowles, Vice-President 
Stewart & Co., Inc., Baltimore 

Nineteen Hundred and Forty-Two will be 
no time to let down on the quality or effec- 
tiveness of displays. 

With the certainty of higher prices and 
much heavier taxes, it will become extremely 
important to create tempting displays sufh- 
ciently inviting so that they will create a 
desire to possess the item which is greater 
than the ogre of higher prices and taxes. 
Fixtures must not be allowed to become 
obsolete or passe to any degree, but rather 
must be as style-right as the merchandise 
they feature. 

The enthusiasm of the display organiza- 


tion must be kept at a high level by making 


each one feel his importance in the sales 
program of the store. This means that they 
should be a part of the store’s planning and 
should be informed of the results obtained. 

We must guard against a “fair without 
and foul within” type of store. In other 
words, we must not let the windows 
outdistance the interior departmental dis- 
play or stockkeeping. 


store 


F. R. Johnson, Vice-President 
Saks-Fifth Avenue, New York City 
will be many problems during the 
1942 materials, price 
changes, decreased purchasing power in cer- 


There 
year scarcity of 
tain earning groups, changes in quality of 
merchandise—resulting in new and ingenious 
use of materials. 

I do not 
better get across to the public the advantages 


know of any medium which can 
or the lack of disadvantage in these changes. 
Publicity tends to alarm people. Display is 
factual. grand opportunity to 
sell to the public during the year 1942 Amer- 
ican design and to maintain through factual, 


There is a 


merchandise the good 
will and confidence of the public. Windows 


We should be on 


guard to present a proper appearance. 


practical display of 


are the face of the store. 


S. R. Baer, Vice-President and Treasurer 

Stix, Baer & Fuller Company, St. Louis 
Display is always important, for atmos- 
phere enhances the value of merchandise by 
adding to its attractiveness. This is so in 
good times or in bad times, in peace time or 
war time. 
such as the 


Fed- 


eral government so much money, and, there 


However, under conditions 


present, when defense is costing the 
fore, high taxes are inevitable in order that 
revenue to pay its 
debts, it is increasingly important that waste 
that 
operation in all its aspects may be improved, 


government may have 


and loose planning be minimized, so 
and greater efficiency achieved. 

Not only should materials and things gen- 
erally be conserved, due to the fact that such 
a great percentage of labor is being devoted 
to war industries rather than to peace-time 
production, but working capital in business 
with 
inventories, 


must be preserved; otherwise, rising 


volume which requires greater 


and increased accounts receivable on the 
books, 
working capital in business in view of the 
fact that profits can not increase in propor- 
tion to rising volume because of high taxes. 
Particularly is this applicable to expendi- 
tures result in abstract benefit, such 
as display or advertising. 


there may develop a_ shortage ot 


which 


P. B. Juster, President 
Juster Bros., Minneapolis 

Display for 1942 should take on added sig- 
nificance. While there may be a tendency on 
the part of some to let down a bit, especially 
in those centers where business response has 
been unusually favorable, it is bad thinking 
for the long range viewpoint. 

This is no time to cut expenses on dis- 
play. The store that keeps abreast of the 
times and strives day by day to do a better 


job in these times will help establish itseli 
for the harder pull when the time comes. 

By no means should you let down in your 
display effort. 


Barclay W. Newell, Sales Manager 

Wm. Taylor Son & Co., Cleveland 
With potential rising costs and in the face 
of possible restriction of the printed adver- 
tising medium due to numerous 
stores may have to place a greater reliance 


causes, 


upon effective windows and capably executed 
displays than they have for a long time. 

windows and interiors that have 
definite “sell” will be an important volume- 
producing instrument, capitalizing as they 
can upon the increased traffic and the better 
than average sale 1942 has a good chance oi 


(good 


building up. 


Gilbert Greentree 
Meyer Greentree, Richmond 
I believe that with the wealth of money in 
circulation, it behooves the merchant to pay 
greater attention than ever to his window 
display. I think the time when 
more money should be spent on windows and 
publicity, as I think 
money spent in this direction will bring in 


will come 


less on newspaper 
greater results 
dramatizing definite 
items, such as shirts, hats and other special- 
ties and that this will be of material benefit 
I think, too, the 
windows should be stressed in all publicity, 


greater results. I believe 


can be obtained by 


in bringing in good results. 


either directly or through the papers by some 
phrase, such as, “Witness the Windows,” or 
some other expression along similar lines. 

As the summer season approaches, I like- 
wise think that distinct features in all types 
of wearing apparel should be displayed in 
the merchants’ windows, tying up with the 
warmer weather which comes with the spring 
and summer season, after the winter season 

I believe high colors will be worth- 
featuring bright bright back- 
grounds and similar effects. 


is Over. 


while, reds, 


William H. McLeod, Sales Manager 
Wm. Filene's Sons Company, Boston 
I think the entire display world is to be 
congratulated upon the imagination and the 
great amount of “sell” that went into win- 
dow and interior display during 1941. The 
latter particularly has taken great strides 
forward in recent years. It is tor that rea- 
son that I believe display will use still more 
ingenuity in 1942 in overcoming the many 
problems of scarcity of materials in order 
that we may keep up our standards at the 
same time that we do our part in conserving 
materials. It is probable also that in 1942 
we will be called upon to use our ingenuity 
increasingly in devoting part of our display 
to the many worthy causes connected with 
national defense. 


John Pearl, Sales Manager 

The Namm Store, Brooklyn 
Displaymen will have greater 
their ingenuity this year as priorities tend to 
cut down the available sources of supplies. 
Displaymen will have to either “do without” 


calls on 
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or make up simpler windows. I have al- 
ready this trend in the windows in 
Manhattan where instead of elaborate units 
more and more back- 


seen 
you see decorated 
grounds. 

The displayman will have another problem 
due to priorities—the problem of creating a 
demand on the part of the public for “substi- 
tutes’—the items which will come up to 
take the place of those that priorities will 
cut into. 

I have noticed a trend wherein the display 
manager is working closer with department 
layout, floor planning, etc. In our own store 
our display manager has been working very 
closely in this direction with extremely satis- 
factory results. 

I feel that display managers will not have 
more money to work with in 1942. I think 
that they will have to learn to get more out 
of the monies they are now spending or from 
reduced appropriations. 

I am happy to say that I feel that the dis- 
play manager has become more and more 
conscious of the selling aspect of his job. 


Neil Petree, President 
Barker Bros., Los Angeles 
Window display will be even more impor- 
tant during 1942 than in the past because of 
the tense situation in world affairs. Now 
that America has involved in the 
war, the day-by-day news in the papers and 


become 


over the radio will be disconcerting and de- 
pressing. 

Dramatic window 
sell merchandise but will aid in taking peo- 
ple’s minds off of unpleasant and upsetting 
problems. This is one reason why window 
displays should be more colorful, and why 


displays will not only 


there should be more emphasis on lighting 
effects. 

Even though it may be difficult for stores 
to make an increase in 1942 over 
1941, the display department is one place 
where the axe should fall very 
lightly. 


sales in 


economy 


Joseph E. Chastain 
Lintz Department Stores, Guthrie, Okla. 

As far as we are concerned we view the 
display situation very much as we have in 
the past. In towns our size it is our opinion 
that displays are of far more value than any 
other medium of publicity and I believe our 
program will that we back 
up our opinion with action as our displays 
the past three outstanding 
prizes. 

I imagine our display appropriations for 
1942 will be slightly in excess of 1941 as 


bear evidence 


year have won 


we feel this medium is securing the best 
results. 
Charles H. Bear, Jr., President 
Charles H. Bear & Co., York, Pa. 
Display managers in planning for 1942 
have before them a concise, clear-cut task. 


In contrast to past years, when many ways 
and means were available, today’s message 
should — and will be—a single paramount 
theme. 

That theme developed in the many ways 
devised by the individual executive will 
stress merchandise promotion of the indi- 
vidual store; will strive to sell that store 
to the consuming public; will aim for a 


very successful merchandising year. But, 
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also that theme—and the men who develop 

it—will 

ciate and realize another and greater one 

I refer to their nation. 
Display can and will aid and support all 


never for an instant fail to appre 


service to 


without neglecting its 


Display can and will 


national objectives 

primary task, to sell. 
tell to the public the earnest efforts of re- 
tailers to unselfishly help their community 
and nation. Display can and will do all 
this, and do it with curtailment of 
properties and supplies now needed for the 


many 


nation’s defense. 

The question naturally is asked as to the 
methods to be used in such a broad analysis 
of a single paramount idea. That question, 
like all other ones of a technical nature, must 
be answered by those trained and skilled in 
their particular field—display managers. 

The fact remains that with whatever meth 
ods and materials found available, and with 
consideration of each individual retailer's 
needs, there are but two inseparable paths 
ahead—to sell successfully for the individual 
store and to tell successfully of that store’s 

-ves, and all stores’—support of the nation, 


their unlimited support of 


‘our way of life.” 
Charles B. Dulcan, Sr., Vice-President and 
Gen. Mgr., The Hecht Co., Washington, D. C. 

Displays in 1942, as always, should present 
and dramatize merchandise so that it will 
focus hold the attention of window 
shoppers, casual lookers, or 


and 
passersby who, 
perhaps, may have no idea of buying until 
the magnetic force of timely, alluring dis- 
plays draws the person through the portals 
into some specific department. 

Of course it depends upon the store, and 
the type business conducted, as to the pur- 
pose of the display; whether it is actually 
to sell a specific item, such as a dress or a 
pair of shoes, the idea and history behind 
the merchandise displayed, or the store itself 
through institutional presentations. 

Displays speak volumes for the characte 
of the establishment, and just as “the clothes 
make the man,” so displays, in great meas 
minds of the 


ure, make the store in the 
public. 

The display presented in the window must 
be an arresting one, and if a picture on the 
printed page is worth a thousand words, the 
display, with its 


three dimensions, plus color, light and form, 


greater value of window 
is almost undeterminable. 
It has that 


everything but talk, and now the use of rec- 


been said displays can do 
ords even supplies sound effects when de- 
sired. 

It has always been our opinion that the 
single idea in back of display is selling. The 
pattern of selling has been woven very defi- 
nitely into the fabric of our display. We 
sell to plan and plan to sell. 

Even if specific merchandise is not shown, 
or highlighted, we plan to sell the need of 
it, as at Christmas, for instance, with ani- 
mated depicting fairies, 
and other story-book characters. We sell 


windows dwarfs, 
the spirit of Christmas, and little children, 
and toys, and laughter, and happiness, and 
thus we arouse emotions and create desires 
which no set merchandise display could pos- 
sibly do. The selling takes care of itself. 
Of course, promotional efforts should be 
very prominently featured in displays, we 
think. Windows should really sponsor store- 


ide promotional events by giving over an 
front to annual 
own “S. _S. S. 


event, as for 
Shirt Sale,” 
where we plan a barrage of windows to tell 
Washington has come to look fot 
It is institutional. 


cntire some 


instance our 
a story 
vear atter vear. 
Then, too, as a store which in great meas 
been built) on 
merchandise, we 


ure has nationally tamous 


brands ot naturally pre 
sent frequent glamorous hookups to continue 
to keep the message ot these quality prod 
ucts before the public. 

\s for priorities or the war program af 
fecting our displays adversely, we have no 
that. Necessity still continues to b 


the mother of 


fear ot 


invention, and we will tak 


care of any unusual emergencies as they may 


arise It has been the writer's personal 
opinion for years that sometimes windows 
are so full of “props” that one completely 


It is a case 


forest lor the 


loses sight of the merchandise. 
of not being able to see the 


trees. What apples to the windows, ot 
course, applies to the entire interior of the 
store. 


So, necessity may bring about more orig 
inality and ingenuity, and priorities may be 
blessings in disguise. 

Regarding our intentions to revise display 
budgets upward, this is a matter one can not 
be specific about. After all, it isn’t how much 
we spend, even though we may be taced with 
spend it, and 


rising costs, but how well we 


how much genius we show in planning and 
executing the details of a selling display that 


counts in the long run 


Joseph P. Doody, President 
Wolf & Dessauer, Ft. Wayne, Ind. 
1942 this 


is impossible to 


Ou 
time, so 


plans tor are, at 
immature that it 


than a 


display 


make any more euess concerning 
them. 


While it is our 


progressively as possible in our display work 


intention to continue as 


next vear we shall probably he retarded by 


materials. 


the lack of new 

This lack of material in itself will call 
for better display planning by all stores 
but no doubt we shall arise to the occa 
sion and maintain all store standards in 
this regard. 


Hal W. Kenaston, President 

O'Neill & Co., Inc., Baltimore 
The very tenor of the times makes display 
and 
the approaching year than for 


exterior interior—more important in 


many years 
past. 

competing with 
that the 


have a 


Retailing display will be 
events so attention-getting 


conscious store will surely 


world 
display 
lead on the 
the usual effort. 

Rising expenses already have said to us, 


store that makes no more than 


“Every window must pay its way, be it in 
actual selling or specific merchandise, or in 
selling the store as an institution.” Rising 
paper made us think 
“This sign must tell a story—it must answer 


must not 


costs of have again, 


questions—it must sell and we 
waste by lazy thinking 
signs that on being inspected 
made over again.” 

It is my considered that 
store heads must give more time to display 
than they have in the past—and they must 

[Continued on page 66] 


conveyed in 
have to be 


poo! 


opinion many 
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Winter Interlude In New York 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 





The year-end, to our great relief, finds the 
local lights cool and_ collected, having 
emerged from a trying period with a sure 
hand for the new functions of their element 
in our way of life. When the old man with 
the sickle wasn’t listening, rededications 
were audible above the din; donned in their 
best and with the aid of some wild bells, 
the talented body of displaymen rang in the 
new, initiating resolutions for which their 
handiwork speaks. 

Witness, if you will, the example of a 
bank of windows which Oppenheim Collins 
(Robert Pinchenot, display director) dedi- 
cated to defense, employing the slogan: “To 
make next Christmas a merry one, buy de- 
fense bonds now!” (Pictured on the oppo- 
site page.) An awakened sense of what is 
truly in the American tradition, a pride in 
American principles, American habits and 
thoughts were manifest. The treatment cor- 
responded in each window, the back and 
side walls and floor being painted navy 
blue and simple white paper columns _ bor- 
dering the central display. Against a flag 
field of red and white paper ribbons and 
white relief paper stars rested blow-ups of 
the various symbols of defense, i. e., battle- 
ships, tanks, the Statue of Liberty, and—in 
the one pictured—airplanes. A white plaster 
hand, visible in the lower foreground held 
stage money sprinkled with gold glitter to 
suggest the investment which the slogan 
urges; the message was executed on a white 
card bordered in blue and lettered in red 

However occupied everyone has’ been 
with new duties, time out was taken for the 
observance of a traditional occasion during 
this period. Bonwit Teller (Tom Lee, dis- 
play director) fascinated Fifth avenue shop- 
pers with a series of windows in which the 
fantasies of childhood fables were enacted 
(Not illustrated.) They individually depicted 
some climatic moment in the favorite tales 
Kach window was identified by a quotation 
from the texts of the stories, executed on 
plaster parchment. For example, one showed 
the poor little match girl who tried to keep 
warm on Christmas eve. The background 
unit was a rectangular shop window, laden 
with elegancies, ironically enough. It was 
trellised and there were traces of snow on 
its shingled roof. Sidewalks were brick, 
simulated by painting. Seated before the 
window was the wait, constructed of rope 
hemping, dressed in tatters, holding tinder 
with which she was attempting to warm 
herself. A small light cupped in her hands 
created the illusion of a lighted match. 

Recognizing the fact that those on leave 
from defense duties will speed to warmer 
climes and escape the talk of blackouts and 
sirens, Bergdorf Goodman (Robert Riley, 


—Upper left, by Joseph Dultz, Bloomingdale 
Brothers. . . . Center, by Robert Riley, Berg- 
dorf Goodman. . . . Below, by Dana O'Clare, 
Lord & Taylor... . (All photographs by cour- 
tesy of Virginia Roehl Studios, New York)— 
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—Right, by Sidney Ring, Saks-Fifth Avenue. 

. . « Center, by Robert Pinchenot, Oppenheim 

Collins. . . . Below, by Jack Gregory, Stein & 
Blaine— 


lisplay director) demonstrated that the store 
is on the “alert” in a series captioned 
“Tropic-mocking colours.” (Page 8.) In 
the trellised accessory window, a mannequin 
in this apparel is seated on a bank of steps 
painted flat white. She provides the focal 
point from which palmetto leaves painted 
red and blue cascade on either side. They 
provided the background for the display of 
accessories with patriotic motifs. The other 
windows in the series employed platforms 
of various geometric shapes, on which all- 
over splash painting covered units and floors, 
and stylized tropic foliage was used. 

The vear’s first month, belonging tradi- 
tionally to white goods promotion, has 
brought forth a goodly crop of windows on 
this theme, of which W. & J. Sloane’s (Jack 
Gregory, display director) contribution is 
notable. (Page 9.) The central unit, a 
linen closet, is opened revealing shelves of 
white goods. The dominant colors used are 
spectrum violet and magenta, in which shade 
the closet interior is painted. The scroll 
work on the opened doors and elsewhere 
is paper in the two colors as are the bands 
and bows on the packages of sheets. For 
human interest, the lady of the house is 
shown taking inventory with the aid of her 
maid. The former is executed in paper of 
robin’s-egg blue with lilac haze _ ruching 
and stands on a small stepladder painted 
magenta; the latter, also paper constructed, 
wears a magenta uniform with white apron 
and white dotlies used for cap and edging. 

Mindtul of the plans of Mr. Average Citi- 
zen to welcome the new year with open bot 
tles, Lord & Taylor’s (Dana O’Clare, display 
director) display of the right dress for the 
male members of the party was handled with 
beautiful simplicity. (Page 8.) The central 
unit was a light standard, constructed to re 
semble the gas lights of former days, on 
which lies virgin snow. Two revelers are 
posed leaning against it, while two others 
stand and wait in the newly fallen snow 
The copy card advises: “Get set for the 
gala affairs coming up” and rises from the 
drift of snow as do champagne bottles at 
the base of the post. 

Another interpretation of the time when 
auld acquaintance drinks cups of kindness 
Was On view in sweeping windows at Bloom 
ingdale Brothers (Joseph Dultz, display di- 
dector). Against backgrounds lighted by 
rear footlights and enlivened by arrange- 
ments of holiday favors and gaily striped 
ians tied with gay ribbons, mannequins were 
posed on and around and about a sleigh to 
which was harnessed a reindeer, both units 
being painted flat white. (Pictured on page 
8.) The sleigh was upholstered in zebra 
tabric which also was used on the reindeer 
he harness was wide bands of sequined 
ibbons, and Christmas ornaments provided 
urther embellishments. 

For an accessory display, Saks-Fifth Ave- 
ue (Sidney Ring, display director) centered 
ts glass cases with mirrored edges and 
sed coarse ninnon in old rose, drawn 
rom the sides to the window front to 
reate a sunburst effect. The window is 
hown on this page. 
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Laszlo Gabor 
Kaufmann Department Stores, Pittsburgh 
The stringencies of the coming year can 
have a very healthful effect on the display 
profession. We will live in the midst of an 
emergency which will reflect on many of the 
sources from which we get the material for 
The 


ready-served 


our extravaganzas shortage of im- 
ported or material 
will make the displayman aware of his own 
powers. He will have to use in- 
in expressing ideas with the mate- 


domestic 


creative 
genuity 
rials available. 

The emergency will 
Spartan interruption of the rich-in-pleas- 
ures, rich-in-materials era which we have 
known. As in the American revolutionary 
days, the rigors of made the 
architects and craftsmen of all kinds eschew 
over-ornamentation in f the 
gance of simplicity and quality. So we, in 
1942, will find ourselves seeking esthetic sat- 


restrictions 


Cause a 


colonial life 


favor « ele- 


isfaction in the clearest adherences to the 


fundamental requirements of each display 


problem 


George W. Westerman 
The Commonwealth & Southern Corp. 
Jackson, Mich. 

The year 1942 in my opinion will probably 
be the most difficult year American display- 
men have ever known. A world at war will 
bring problems to America never before en 
countered 

With restrictions of all kinds, priority rul- 
materials, synthetic substitutes 
standard 

manufacturers to 


ngs On Taw 


for former materials in all lines, 


demands on concentrat« 
production on a minimum number of mod 
retail volume in 
lines in many localities, the all-out demands 


possibility ot 


els, uncertainty of many 


for defense, the ceiling on 
wages and retail prices, all present an ex 
citing, yet none too pleasing picture of the 
immediate future 

Behind the lines, displaymen can and will 
these trouble 
sold on 


value in 
public must be 


much of 
The 


standards. 


contribute 
some times 


new They must be convinced 


of their patriotic duty to accept substitutes 
for everything under the sun from apparel 
lines to household goods Display must 
take an active part in such a program. Peo 
ple believe what they see and distrust much 


of what they read. 


Carl V. Haecker 
Montgomery Ward & Co., Chicago 
In my humble opinion, the big factor for 
1942 is that department 
has grasped the idea of the great importance 


store management 


of merchandise presentation within the store 


Displaymen generally (not quite enough) 
have learned how very much more valuable 
they become and how much prestige is 


gained when displaymen do a job not only 
decorative but “selling.” 

For 1942, my prediction is that the trend 
in display will be definitely toward better 
display of more merchandise. I am certain 
that chain stores will strive to attain closet 
perfection toward department tech- 
nique and that department stores will profit 


‘ 


store 
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by what chain stores may have done and 
do an even better job all around of coordi- 
nating merchandise—sales promotion—ad- 
vertising—window and interior display. 


“There is a lot to do in forty-two.” 


Malcolm J. B. Tennent 
Meier & Frank, Portland, Ore. 

I am confident that, as our war program 
grows in importance, the display field can 
not and will not remain unaffected thereby. 
We shall have to tighten our belts, figura- 
tively speaking, get down to a more substan- 
tial and practical diet, eliminate the hors 
d’ouvres and get into step with the times. 

In short, we of the display field must 
figure out a harder and more practical base 


for our operations. Extravagances will be 


taboo, expenses will have to be curtailed 
drastically. We shall have to do more with 
less. 
Morris L. Rosenblum 
L. Bamberger & Co., Newark, N. J. 
In my opinion, “Retail Display in 1942” 
will take three definite trends. 
The first trend will be increased institu 


tional emphasis on the entire phase of the 
war program, both government and civilian. 
The second trend, from the merchandise 
point of view, will place greater emphasis 
on the humorous and whimsical approach. 
The objective behind this second trend will 
be to relieve the tension produced by world 
conditions 
The third 
in the display of 
chandise of particular interest to the 


will reveal greater simplicity 
specific articles of mer- 
con- 


sumer. 


George Wagner 
J. L. Brandeis & Sons, Omaha, Neb. 

\s we endeavor to anticipate 1942 display 
prospects, we face the fact that this is with- 
out doubt the most unpredictable year in our 
history. Already retailing has felt the im- 
pact of our defense program, taxes, the war 
and countless changing situations which will 
alter merchandising 
during the coming year. 

In 1942, alert and timely 
in encouraging the public to cheer- 
substitutes, fairly-adjusted 


increasing] display 
display can do 
much 
fully 
prices, etc., during the emergency, in order 
future the American 


accept 


to preserve tor the 
way of life. 
Display 
boom in certain defense areas adversely af- 
fects other localities, and a blanket policy 
of increasing display budgets in 1942 is im- 


executives realize the business 


probable. Each city, and each store cater- 
ing to a special class of trade will have to 
work out its own particular emergency 


pre ble ms 


Clinton B. Clark 
Boston Store, Milwaukee 
Increased appropriations tor displays in 
1942 are justified—not because sales volume 
has increased—but payrolls and 
display material costs have increased. This 
increase in appropriations will probably not 


because 


be in proportion to sales volume on a “per 
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been a 


cent to sales” basis, as 1941 has 
abnormal year. Legislation to curb infla 
tion will make it difficult for stores to mee 
these figures in 1942, and taxes will mak 
it more difficult for stores to show a profit 
Display managers who were able to do 

creditable job on their 1941 budgets shoul 
receive increased appropriation in propor 
tion to increased payroll and display mate 
rial costs for 1942. 


Joe Vaughn 
Porter Clothing Company, Birmingham 

Display has just finished a spectacular and 
most successful year. In every phase of 
the profession great strides have been made, 
not only with the displaymen themselves, 
but in the coordinated efforts of artists, 
engineers, and electricians with these men 
and the results they obtained. 

The outlook for the men and their pro- 
fession does not seem any too rosy for 1942 
however. With world they 
are and with our country at war, displaymen 
are soon to find that priorities, rising prices 
on materials that are available and other 
emergency conditions will in all probability 
make their jobs much _ harder. that 
have “gone to town” on glamorous promo- 
various sorts are to find that cer 
these windows 


economics as 


Boys 


tions of 
tain items necessary to put 
over are unobtainable, or too expensive to 
buy. 

Yes, it seems to me that display budgets 
are due for a definite decrease and that can 
mean but one thing harder work and 
more concentrated thought to do the jobs 
that heretofore have been easy. But, as the 
old saying goes, “The show must go on.” 
Depend on the boys to “dig in and produce !” 


Cogswell Cromwell 
The H. & S. Pogue Company, Cincinnati 
I was very much interested in an article 
in’ the November DISPLAY 
WORLD, particularly the thought that the 
displayman is, or should be, versatile enough 
may 


issue of 


so that he can use whatever material 
be available. He will not have to rely on 
substitutes, as whatever may 
use is not a substitute but automatically be- 


material he 
comes a media; consequently I believe you 
will see many new materials, and many old 
making themselves apparent in 

field and the displayman_ will 
these materials to the best 


materials 
the display 
make use of 
advantage. 
As far as increased prices are concerned, | 
personally that display appropria- 
tions will increase in proportion to the ad- 
vanced prices. Although we will have more 
money to spend in 1942, this money will be 
and 


believe 


dissipated by increased costs conse- 
quently we will not be getting and 
better display fixtures and appropriations ; 
but we will be able to maintain the average 
1941 level, which, in most cases, proved sat- 
My personal attitude is that if a 
property 


more 


isfactory. 
certain material, fabric, fixture or 
is not available through curtailed produc- 
tion, I will simply turn to something else, 
or if the price of an item is priced pro- 


hibitively high, we will just do without. it 
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am firmly convinced that any displayman, 
ho has been in the display business since 
30 when business was bad and display ap- 
opriations were low, will have no difficulty 
circumnavigating the inconveniences. 


C. L. Gestrine 
Butler Brothers, Chicago 

We have seen many changes in the past 
ear regarding displays and display equip- 
ient and you will see many more in 1942. 

Displaymen all over the country are doing 
in outstanding piece of showmanship in both 
their window and store interior planning. 

More money is being spent for window 
ind interior displays and more will be spent 
in the year 1942. 

The sole reason tor this is that the dis- 
playmen are really selling their firms and 
selling themselves to the firms by installing 
practical, neat, simple windows and depart 
mental interiors that really sell merchandise. 

More stress has been given to store inte 
rior display in 1941 than in past years. In 
the coming year you will see this forge on 
as store interior displays are really backing 
up the window displays to the utmost degree 
\s to display equipment, more plastic will 
be used in 1942 and you will see more wood 
fixtures coming back into use. We = are 
experiencing this in our organization, as 
manufacturers are submitting samples ot 
wooden display fixtures. 


Louis Banks 
The Hecht Company, Washington, D. C. 

It seems to me this material shortage is 
going to mean that display distributors are 
going to have to do a job this year to pro 
vide the profession with other materials; 
ones that are not on the priority list. No 
doubt this might be done and the result 
might be a refreshing change from the othe1 
materials. 

Window display is, without a doubt, play- 
ing a great part in our defense program, 
most of all by aiding (we here in Washing 
ton) the Civilian Defense Office, working 
with the Treasury department, and a host ot 
other public services such as the Red Cross 
and Community Chest. [I think a lot more 
of this will be done this year and I think 
that the retailer will have to do it, too; 
not because he is a flag-waving type, but 
because it is a good thing to go along with 
the way ot the nation. 

Of course, as far as our merchandise pro 
motions for 1942 are concerned, I believe 
we will go along much as before. We will 
keep our windows simple, keep them = in 
themes, selling an idea, and our windows 
will be more like stages. This will include 
lights, color, and a good sense of dramatics 
\s far as our interior is concerned we will 
doa job on housekeeping and cleaning at all 
times and keep our interior on a par with 
our windows. I believe that 1942 will be a 
lanner vear. 

Budgets for display as a whole, in my 
‘pinion, must go up. This is not due to the 
var, not due to priorities, but it is due to 
ow budgets that have prevailed in display 
lepartments for years. If display is to do 
i job for anyone it must pay the price. A 
man who has an idea will get the money 
Here in The Hecht Company we have a 
great increase in store area and the budget 


as risen. It has risen because we have a 





GPIiSPLAY WwoRtstd 


definite set program; we know what we are 
doing and how to do it. We are sure of the 
amount of money it is going to take to do 
the job. 


R. B. Bianchi 
Goldblatt Brothers, Chicaco 

I believe that display is going to gain 1m 
measurably through the conditions and cit 
cumstances in which it will find itself during 
the coming vear. Due to the fact that ws 
will be faced with shortages of materials 
commonly used in display I look for a new 
trend in display presentation. 

I believe that displaymen will concoct ma 
terials, and methods to display these mate 
rials, heretofore never seen in) windows 
Phere should be an influx of novel presen 
tations that will be startling and unique | 
do believe that “Necessity being the mothe 
of invention” will certainly prove itself mor 
in display in 1942 than at any other time 

In other words I look for the 1942 display 
man to revolutionize window display 

A. J. Rocdar 
Tho Wm. H. Block Company, Indianapolis, lid 

During the forthcoming year, it will b 
our duty and privilege to serve a_ public 
of many changing moods 

\s always, our windows must carry a mes 
sage of brightness, entertainment, and edu 
cation. No doubt as our young men ar 
called to service, we shall feel a shortage 
in the display field. However, it goes with 
out saying that we shall carry on Thes 
added duties and responsibilities we = shall 
gladly accept with a teeling of doing our 
small part as displaymen 


M. H. Luber 

The Killian Company, Cedar Rapids, lowa 

In times like these we can only think ot 
today and keep an open mind coupled with 
action. Don't kick; don't get fussed; don't 
agree with the calamity-howler—go ahead! 
Just stop a minute and think about what 
we have to work on today Gset busy do 
your part. There are always some peopl 
who go around telling tolks that every 
thing is going to the bow-wows. It isn't so 
if you and you and you and I will do ou 
part. I think there will be more good dis 
plays this coming year than ever before on 
account of some shortages in fixtures, etc 
Keach and every one of us will have to work 
harder to achieve real selling displays. 

William H. Scharninghausen 
City of Paris, San Francisco 

It was back in the dark ages of 1919 that 
two business men were walking down Main 
street looking into the show windows ot 
their town. The windows were stocky, sev 
eral were curtained, and displaymen were 
working late into the night 

Today, 1942, these same two fellows in 
their walk around the show windows would 
notice that displays have changed consider 
ably. There are window displays telling 
them to save their money and buy defense 
bonds and saving stamps. There is unusual 
colored lighting with sound effects in win 
dows. There are displays urging them to 
watch their health. Yes, and maybe in the 
future there will be many women dressing 
windows because men are in war projects. 

These 1942 show windows along with the 





radio, movies, newspapers, and magazines, 
are contributing to the American way ot 
life by displaying fashions at prices that 
customers can afford to pay. There must 
be no let down in attractive and beautiful 
windows. 


W. E. Parnum 
British Columbia Electric Railway Co., Ltd. 
Vancouver, B. C., Canada 

In Canada, display is doing its just share 
in helping to shape the saving and buying 
habits of a people at war. 

PDuring 1941, we in Canada have devoted 
many window displays to the war effort 
for war savings, war weapons and wat 
comtorts for the brave people of Britain 

Business must continue even in war time, 
but it is not enough for “display” to pro 
mote only the sale of merchandise 

In 1942, | believe it will devote more and 
more space to the war etfort and we shall 
only be satisfied when we can go all out 
in “Victory displays” signalling the end ot 
the black plague of Nazi-ism in the world 

Robert A. Campbell 
Evansville Dry Goods Company, Evansville, Ind. 

\n excellent vear tor display has gone by 
the boards and this new vear of 1942 starts 
on its way. Defense works areas are boom 
ing, while non-detense localities are suffet 
ing serious unemployment problems. Priori 
ties have caused a large shortage in normal 
production and, as we all know, many met 
chandise needs of retailer and consumer can 
not be acquired; that situation will become 
worse OL course We have plenty ot taxes 
and we'll have plenty more 

Will display appropriations be curtailed 
in 1942 I don't see why they will not hold 
or even improve on the tine gains made in 
the past few vears—tor every modern met 
chant knows the value and importance of his 
displays and that his promotion money goes 
farther in that field since newspaper rates 
have taken another big jump. Sales results 
are also more obvious and = instantaneous 
from display, day in and day out 

But the important thing for us as indi 
viduals in this business 1s that despite world 
events and catastrophic circumstances this 
much is certain—1942, like all the other 
vears, has 305 days. In each day the sun 
rises and sets as always. Each one of thos 
dayvs—each working hour—is a real chal 
lenge to do a better and more intelligent 
job, to gain more experience and turn it to 


advantage 


Joseph B. McCann, President 
International Association of Display Men 
Washington, D. C. 

The Civilian Defense program as planned 
and in the making provides a natural trend 
as a theme for displays. This theme will b 
supported by a militant motive, both cos 
tume design and costume decorations, tor 

1942. 

With a greatly increased volume of busi 
ness, it is only logical to believe that display 
budgets will increase also. Not only will 
display materials advance in price, making 
greater expenditures necessary, but with this 
increased volume should come an expansion 
in each store’s display program 

The problem of help to the display man 

[Continued on page 58] 









Playing right into the hands of the scene 
shifters, the January thermometer took a 
nose-dive into sub-zero temperatures and 
held the pose long enough to make ever) 


little 
sun. Perhaps it 
dropped to the 15 


men on ladders who go 


Chicagoan do at least a day-dreaming 
about the South and_ the 
because the mercury 
mark that the 


unlighting the 


was 
below 
about lamps on State street 
stars and Christ 
mas wreaths staved indoors so that the Loop 
was still Yuletide late 
as the &th of the But inside the 


forging 


and divesting them of the 
wearing a look as 
month. 
ahead on 


windows everything 1s 


schedule with palm trees and Florida moss 
and oranges and sunshine (courtesy Com 
monwealth Edison Company). Here and 
there the dude ranchers are practicing lasso 
tricks or polishing their spurs, the Sun Val 
ley mannequins are buckling on their skis 


or picking out tennis rackets or choosing a 


they can ride. It’s a festive pageant, 


likely to 


horse 


draw out the gypsy in the most 


conservative of stay-at-homes. But for those 
who just won't give in to the annual mid 
winter wanderlust that attacks the good 


townspeople, displaymen have — provided 


plenty of tempting household displays, fea 


turing in the main, of course, the orthodox 


white goods 
Sam The Fair, 


has stocked a regular story book linen closet, 


Blum, display director of 


doors swung open to reveal their padded, 
floral chintz linings decked with satin rib- 
bon streamers. On the several shelves are 


luxurious Turkish towels and bath 
bottom 
into bundles with satin ribbons 
And an im 


stacks of 


mats of various sizes, the top and 


rows bound 


to match the door decorations. 
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Accent On Individualism 


By KENDALL HULL 
Fred Kuehn & Co., Chicago 





and 
well 


pressive array of wash-cloths, towels 


mats are arranged betore the cabinet 


down front in the window. For interesting 
relief there are occasional jars of bath salts, 
flowers and other items for the cosmetic 
table. A large mounted poster reads “Now! 


The Fair’s Great January White Sale.” This 
window is pictured on the next page 

\ recent Charles A. Stevens’ 
full front window, arranged by Bruce Elliott, 


display in 
dazzled both play-at-homes and play-about- 
Stair-stepped plateaux of varying 
with 


towners 


heights were covered ivory-colored 


glitter cloth, pleated and draped to act as 
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stages for the mannequins showing formal 
gowns and lounging apparel. Spaced stra- 
tegically glass hanger-standards ex- 
hibiting filmy gowns and blouses, and round 
about the scene were irresistible party and 
sandals, bags, per- 
fumes. Holding the center of attention were 
a pair of rococo gilded candelabra, with elec- 
tric tapers, that towered over the heads of 
the pretty star-like reflec- 
tions on the window’s back glass. The dis- 
play is shown on the opposite page. 

Dedicated to those who wish to do their 
playing south of the Mason-Dixon line is a 
particularly fanciful window by Carson Pirie 
Scott & Co.'s J. W. Campbell. It could be 
a bird in a gilded cage, on!y this very spe- 
cial cutout paper 
great paper rest is not alone; he is accom- 
panied by two very decorative playmates, a 
standing mannequin in a tropical play suit, 
and a sit-downer in South Sea island bath- 
ing suit and knick-knackery such as_ hair 
posies and cockle shells for neck and wrist. 
The trio is in a cage all right, but the syn- 
thetic sun is bursting through the bars and 
none of them seems the least concerned 
about having to stay in his own little area. 
Posters, standing beside an array of beach 
cosmetics, read: “Birds of a Feather—In 
their flight from Winter . and “A gay, 
landscape instead of a fireplace 
— Sea shells, tiny ones, and colorful 
pebbles carpet the floor of the cage, which 
is pictured. 

Coats go southern in a window of Morris 
B. Sachs, effectively planned by Les Barof- 


were 


boudoir accessories - 


models and cast 


cockatoo perched on a 


carefree 


—Above, by Del Le Sage, Marshall Field & 
Co., Evanston. ... Upper left, by J. W. Camp- 
bell, Carson Pirie Scott & Co... . Left, by 
Arthur Fraser, Marshall Field & Co... . (All 
photographs by courtesy of Fred Kuehn & Co., 
Chicago) — 
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—Right, by Bruce Elliott, Charles A. Stevens 

Company. ... Center, by Les Barofsky, Morris 

B. Sachs Company. . . . Below, by Sam Blum, 
The Fair Store— 


sky. Light-colored background panels, semi- 
circular in shape, form a scalloped effect and 
a low, spreading palm tree occupies center 
stage, its fronds embracing a pretty seated 
mannequin. At right we find “little Miss 
Muffet sitting on her tuffet,” not eating het 
curds and whey but looking quite satisfied 
with herself because she is wearing such a 
perfectly breath-taking plaid suit. Two 
more models, one showing a three-piece suit, 
the other a coat and print dress and a coat- 
dress on a standard complete the set, which 
is illustrated here. 

Streamline, modern design for patriotism 
is advanced by Arthur Fraser, of Marshall 
Field & Co., titled on an elaborate scroll 
which is part of the picture shown here, 
“United for Victory.” The window is en- 


tes seth 


tirely posteresque, with dark composition 
board forming a rock-bound coast at the 
front ledge. Behind this forepiece we find 
a stalwart, hatless Uncle Sam standing on 
top of the world, fists clenched, determina 
tion in the set of every feature, ready for 
action. Just behind him we find industry 
represented by sketches of mills and_ fac- 
tories topped by clouds of smoke . . . on 
beyond in the center is the farm and the 
house that stands upon it. Then above an- 
other curtain of clouds, hovering as a pro- 
tection to these institutions, are the ma- 
chines of war—the tank, the battleship, a 
formation of zooming bombers. “In the air 
-on land—on the sea—’ as the phrase goes, 
the illustration says our country is “United 
tor Victory.” The window offers a power- 
tul sales suggestion for defense stamps and 


bonds. 


\ tropical fantasy advancing the cause of 
sunny-day footwear is the creation of Del 
leSage, of Marshall Field & Co.’s Evanston 
store. Interesting display units are formed 

wall board with a raised grain, painted 

ght gray in the Swedish modern fashion, 

d sawed into half-crescent shapes. The 
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shoes suspended up and down these upright 
pieces and spotted over the bark and moss 
covered ground are enhanced by shadow 
patterns cast by teathery seaweed branches, 
green-growing bushes with strange pancake 
foliage and overhead branches of trees witl 
leaves that are draped across the scene like 
Much of the dramatic effect of 


this striking set is due to the chiaroscuro, 


icicle s 


cleverly brought into play by the artist, as 
can be seen in the illustration reproduced 
here. 

So 1942 is off to a fine start. The govern 
ment may be curtailing rubber tires and 
four-door sedans—it may be taking the tips 
off our shoe strings it may be saying 
“thumbs down” on galoshes and nylon hos 
1ery but so far as an innocent window 
shopper can tell, to date there's no depres 
sion in scenery. Possibly expenses have been 
cut a little at the corners—there’s evidence 
of a swing toward simplicity—but there's 
one commodity you can't take away from an 
artist and that’s his ideas. Chicago's in 
genious displaymen are continuing to ride 
the high seat as the new vear whips round 
the corner. 
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PROMOTIONS 


by Louis Gehring 


Display Designer and Consultant, New York City 








March ushers in sly Mr. Wind who 
plays tricks on us all. Mr. Wind 
can be delightfully portrayed by 
the use of paper construction, 
using white and light blue colored 
papers. To create realism in the 
setting, use a concealed electric 


fan. 














Spring always goes to a lady's head. Here 
is an appealing display depicting the inte 
rior of a hothouse where pots of gaily 
flowered hats are in bloom. The hothouse 
window and ferns may be suggested by 


scenic painting or by actual construction. 
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FOR MARCH 


Naval aviation is the display theme of this men's shoe Scouting Squadron 6VS-6 
window. It not only ties up well with the merchandise Observation Squadron |VO.| 
but it endeavors to strike a note of patriotism as well. Fighting Squadron 7VF-7 
The insignia, which are very colorful, should be authentic Bombing Squadron 4VB-4 
and may be cut out of ptywood or wall board and bear Observation Squadron 3VO-3 
their descriptive names. Miniature models of our mod- Torpedo Squadron 3VT-3 
ern war planes can be easily obtained from hobbyists Fighting Squadron 5VF-5 
who make a special study of them. Reading from left Patrol Squadron 43VP-43 


to right, names of insignia are as follows— Cruiser Scouting Squadron 8VCS-8 
g g ( 

























































C. J. Coward, Director of Advertising and 
Sales Promotion, Kelvinator Division, 
Nash-Kelvinator Corp., Detroit 

Kelvinator’s display program for 1942 will, 
we believe, be just as important to the suc- 
cess of our overall advertising and_ sales 
promotion job as it has been in the past. 

The display material we are producing for 
our dealers will be just as fine and attrac- 
tive as ever. And, the reaction of our dis- 
tributors and zone who have al- 
ready previewed this material indicates that 
dealers will probably use these displays as 
extensively throughout the coming year as 
they have at any time in the past. 

Regardless of how much merchandise may 
be available in 1942, or how difficult or easy 
it may be to sell that merchandise, we feel 
that proper display of Kelvinator products, 
one of the most 
Good displays, 
keep 

during the 


managers 


in attractive settings, 1s 
important jobs to be done. 
will help 


products 


consistently used, people 
forgetting 


emergency. 


Irom our 


present 


A. W. Little, Advertising Manager 

Rollins Hosiery Mills, Inc., Des Moines 
How are merchants to stop the casual 
shopper who now has a definitely increased 
income to spend and leisure time on her 
unless these consumers are exposed 
through the 


hands 
to the merchandise 
medium of attractive window display ? 
Wage earners, whose incomes have dou- 
bled or trebled during the war emergency, 
and their families, are definitely on the 
“buy-path” for a lot of items of merchandise 
been them for a long 


available, 


which have denied 
time. 

Store windows with their beckoning dis- 
plays of merchandise attractively arranged 
will exert an almost irresistible pull on 
those newly-loosened purse strings. 

Rollins, like many other nationally known 
brands of merchandise, are making sure that 
their dealers have sufficient display mate- 
rials and ideas for display arrangement so 
that this program of pre-selling can take on 
new impetus. 

Joseph M. Kraus, General Sales Manager 

A. Stein & Co., Chicago 

The importance of display has been evi 
denced by the progressively increasing in- 
vestment in it by manufacturers and retailers 
alike. Now more than ever before is there 
need for closer cooperation between the dis- 
tributor and the user of point-of-sale mate 
rial avoid 
waste of displays which are not used be- 
because they 


closer cooperation to needless 
cause they are not wanted or 


are not practical or properly designed. 
Everything that can be done to reduce the 
distribution, which involves the 


elimination of any unnecessary expenses, 1s 


cost ot 


definitely in the public’s interest as well as 
good business sense. 

There is a strong likelihood that during 
the emergency, priorities on cardboard are 
likely to result in progressively greater 
shortages, necessitating the restriction of 
display allotments to merchants who 
have proved their confidence in their power 


those 
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Advertisers And 1942 Display 


by putting them to the use for which they 
intended. 
salesmen 
requisition display 
who have expressed both a willingness to 
use it and an eagerness to receive it. 
The display manager can make a 
valuable contribution toward the efficiency 
of display planning and distribution by mak- 
ing his needs known to the supplier and by 
him when he received un- 
unwanted or unsatisfactory mate- 


were 
Our instructed to 


those 


have been 


material only for 


most 


informing has 
ordered, 
rial. 
We observe a great 
of “Paris” exhibits due to the fact that they 
are supplied only on merchandise orders- 
and in most instances, with actual merchan- 
dise affixed to the exhibit. This makes the 
display more practical and saves time for 
the displayman. Constructions have 
simplified to make setting up easier 


increase in the use 


also 
been 
and more practical. 


D. F. Howe, Sales Manager 
Wamsutta Mills, New Bedford, Mass. 

Proper and adequate departmental 
window display of a product, particularly a 
nationally advertised one, is an absolute 
essential in bringing product 
fully to the attention of the consumer, at 
the point-of-sale. 

An analysis of our sales show that those 
accounts which have kept our product prom- 
inently before the consumer, by both window 
and departmental displays are the ones 
which have obtained the best results and 
show continued increases in their sales from 


and 


one’s force- 


year to year. 


Rae Hickok, President 
Hickok Manufacturing Co., Inc., Rochester, N. Y. 

Our activity in displays is sufficient evi- 
dence of our firm belief in their value. Like 
everything else, they must be well planned 

designed with the retailer's point of 
view in mind. 

Displays can be made to sell the consumer 
as a salesman sells the That is 
how our program is planned, and we have 
achieved a national reputation on display 
and dealer cooperation. 


dealers. 


Kenneth Boucher, Merchandising Service Mgr. 
Hawaiian Pineapple Company, San Francisco 

It seems elementary that any national ad- 
vertiser could only believe well of the value 
of display. In our opinion it is the final 
and certainly the most direct approach to 
the ultimate consumer of any of the adver- 
tising media we use. 

In its broader concept, intelligent display 
can contribute greatly to the cause of better 
living in America, by visual reminder of 
goods and services available. 


H. L. Hochstein 
Stein-Bloch Tailors, Rochester, N. Y. 
From our close contact with many retail 
establishments all over the United States, 
we feel that effective window display is a 
factor in compelling con- 
It comes first in our opin- 
effort should 


most important 
sumer interest. 
for that 


ion and reason every 


JANUARY, 


1942 








be made to show merchandise attractively 
with the obtaining public 
interest. 


and view of 


Jack B. Thompson 

Pioneer Suspender Company, Philadelphia 

Retailers who use Pioneer displays regu- 
larly show a better sales performance than 
those who buy from us without following 
through on display. 

Thanks to the ingenuity of the graphic 
arts, there is a flexibility to point-of-sale 
advertising that is unmatched by other me- 
diums. For example, faced with the pros- 
pect of shortages, we are planning to have 
a larger quantity of displays available for 
the coming year but we are limiting the 
number of designs and making them more 
general so that instead of creating displays 
for three different seasons we shall be able 
to carry over a display for two seasons. 

Merchandise in a minor classification, such 
as ours is, and purchased largely on im- 
pulse, requires point-of-sale display to a 
greater extent than most any other merchan- 


dise classification. 


Charles Balz 
Burgess Battery Company, Freeport, Ill. 

Point-of-sale advertising, in the form of 
display cards and merchandising displays, 
has been the nucleus for successful mer- 
chandising promotions on Burgess _ flash- 
lights and batteries over a period of years. 

Because displays have always played an 
important part in the national distribution of 
our product, we are anxiously and eagerly 
looking forward to the coming year. In 
the face of shortages of certain materials, 
we have already received encouraging re- 
ports on the advances made in the display 


field, utilizing substitutes and introducing 
new materials. Out of this will come some un- 
usual ideas for 1942, and we are confident 


that displays and display cards will continue 
as important to national advertising as they 
will in our own organization. 


D. L. Hinegardner 
The Oakford Company, Peoria, Ill. 

Display, the salesman that works without 
pay, and sells without talking, is indispens- 
able in the Displays of 
colorful, tempting continually 
prompting the consumer to obey that im- 
pulse—and _ buy. 


grocery store. 


foods are 


George Morrison, Advertising Manager 
International Silver Company, Meriden, Conn. 
Our plans include more and better dis- 

plays for 1942. This is because of trade 
demand and because of the fine job displays 
can do in presenting our product and in 
building prestige for our dealers. 

We believe future displays will be better 
synchronized — to national advertising — to 
selling points —to timely events —to store 
plans and are doing our best to realize some 
of these improvements in displays of the 
present. 

Display, like advertising, is being relied 
on by both government and business for an 
important part in the present war program 

[Continued on page 72] 
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Greggory’s 1942 Spring Catalog 


~ 





Is Out! 


24 pages brim-full of new display ideas, brand new 
panelings, gorgeous new Photo Murals, and fur- 
ther information on the “hit” board ot the year, 


CURVO WALLBOARD 


Be the first in your vicinity to show the new 
“All Out, America” Photo Mural montage teatur- 
ing the armed forces of our country. 

-e the first to show “Southern Portals,” a bit of 
the old South, in your Spring promotions 


Learn how to remodel and modernize your win- 
dows and interiors with Curvo at surprisingly low 


cost. 


Find out about the economical and beautiful 
Fluted Panelings with the satiny surface finish 


\lso featured in this catalog are such materials 
as Flexit. Flexo-Board, Flexible Wood Paneling, 
Bamboo Tubular Paneling, Crinkle-Craft, numer 
ous display papers, and leatherettes 





We're Moving! 








After Feb. 1 we shall he 
in 


. located 
our own two story, fireproof 
building at 2920S \ abash Ay 

. Z ° : eo s tas + . 
a short distance from the 
ot Chicago. Our new 


heart 
quarters are 
larger and will have improved 
production facilities — to better 
serve you and your display re 
quirements 











Write for 
Your FREE 


Copy Today! 


Be sure that you have 


GREGGORY, INC. - CHIGAGO, ILL. \ (33 


when you plan your 
8-10 E. KINZIE ST.—AFTER FEB. |, 2929 S. WABASH AVE. spring promotions 
The Largest Exclusive Display Material Laminators, Processors & Manufacturers 
Papers @ Boards @ Fibres @ Novelties @ Laminations @ Distinctive Displays 
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J.A.D.M. News... 


By JOHN L. KING RRR 35 SR TAREE 








Managing Director 


The International Association of Display The I. A. D. M. is offering certificates of | 1). M. district. There will be no time desig 
Men has announced that it will be glad to | award for those displaymen throughout our nated as to when these displays must b 
take care of whatever research work is re nation who produce the most outstanding shown. However, judging for the award 
quired by our associate members on priori displays which lend material assistance to will be made by April 1 by a committee o 
ties for materials that they encounter difh the populace in preparation for the many, nationally famous authorities on display an 
culty in obtaining The I. A. D. M. office, varied forms of civilian defense. I. A. D. M. winners will be announced shortly afte 
in Washington, is just across the street from membership is not required to compete for wards. Just as soon as entries are re 
the Office ot Production Management and these awards. The national committee for ceived, they will be given classification num 
we would be very glad to be of service to retail stores will distribute explanatory in- bers known only to the I. A. D. M. secretary 
our manufacturers formation, so that neither the person’s name nor thi 

It has been impossible for the Office of The size of photographs eligible will be name of his store will appear on the photo 
Civilian Detense to obtain through the gov 8 by 10 inches and they will be turned over graphs; this eliminates any opportunity fo: 
ernment printing office enough descriptive to the U. S. Civilian Defense Office after favoritism. 
matter properly to tell the story to our the contest for further publicity purposes. The eleven I. A. D. M. districts are as 
members of what message they should con Three citations will be made in each I. A follows: 
vey to the American public regarding civil 


g 


ian defense. In an effort to aid this agency, Ps es 


| I). M. has furnished its members 


Re 
* 

with sketches suggesting window displays PS 
pia) , we ~ 


that deal with civilian defense from numet 


1 
Ous angies 


—Esther Hayes, Burger-Phillips Company, Bir- 

mingham, writes: ‘The Birmingham Display 

Club members and guests forgot about war 

and work for one evening recently with a 

Christmas party. More display talent was 

shown in the overhead and table decorations 

than could be expressed in a month-end-sale 

window. Crazy gifts were exchanged, and a 

quiz program and _ sleight-of-hand perform- 

ance provided fun for those present—more 

than forty. A juke-box gave forth with music 

and provided a theme song: 'Why Don't We 

Do This More Often?’ . . . The Birmingham 

club has gone on record as asking all the 

nation's display clubs to join us in our defense : 
effort, wherein each member pledges himself s Hy 
to buy at least one 25-cent defense stamp at 

our regular weekly luncheon meetings’ — 


1—Maine, New Hampshire, Vermont, Con- 
necticut, Massachusetts, Rhode Island. 
2—New York, New Jersey, Pennsylvania, 
Maryland, Delaware, West Virginia, Vir 
ginia, District of Columbia. 
3—North Carolina, South Carolina, Geor 
Florida. 
Michigan, Ohio, Kentucky. 
—Tennessee, Mississippi, Alabama, Ark 
ansas, Louisiana. 
6—Wisconsin, Illinois, Indiana. 
7—ITowa, Nebraska, Colorado, Kansas 
Missouri, 
8—North Dakota, Seuth Dakota, Minne 
sota. 


[Continued on page 69] 


—At the Christmas party of the Cleveland 

Display Club, Spanish American war veterans 

salute the flag while Ed Osterland, president 

of the group, and Nathan Silverblatt, secre- 

tary, DISPLAY WORLD, stand at attention in 

the rear. An account of the meeting appears 
elsewhere in this issue— 
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KEEP “EM BUYING 
: with Darling Displays 









America's stores will remain open and do business as usual. 


Priorities and shortages have demanded of our creative designers and engi- 


to 


neers a superior effort which has resulted in more beautiful, more practical, 


and essentially different display equipment. 


Although Darling's three plants are doing their part of defense work it is also 
their intention and desire to continue to provide their customers with the 


necessary display equipment in order to “keep them buying”. 





DARLING'S NEW LINE FOR 1942 1S READY NOW 


See Your Darling Distributor for Photos and Prices 





New England Decorators’ Supply Co. ... BOSTON Menard & Tabery, Inc........ LOS ANGELES 
Bison Display Fixture peienasanesd s Spee BUFFALO Applebaum Display Equipment .MIAMI 
Cameron & Company.. ; ........-CHICAGO Marvin Displays. NEW HAVEN 
Carson Pirie Scott & Co.. .. CHICAGO Isidore Levy... ; NEW ORLEANS 
mn- Reinermann Fixture Company Rotate CINCINNATI Nat Siegel. . NEW YORK CITY 
B. B. Levy Fixture Company............ CLEVELAND Oltmanns... ..... OMAHA 
, Southwest Fixture Company................ DALLAS Segall & 7 ara ... PHILADELPHIA 
la, Shur-Nuff Display Materials..DULUTH-MINNEAPOLIS Art R. Cohen Company.. ..... PITTSBURGH 
ir Quensell Displays, Inc........... FOREST HILLS, L. I. Garrison Wagner Company. . ST. LOUIS-CHICAGO 
National Decorators Supply Co....... INDIANAPOLIS C. Barrango & Company.... .SAN FRANCISCO 
Harvey J. Maxwell Company...... .KANSAS CITY Champion Display Material Co. occ ees Be 


as, 









BRONSON MICHIGAN 





It would be difficult to visualize what 
shopping conditions in Southern California 
Santa Claus had not 
did. As one of the 
war materials, this 
area at the war’s beginning took on an air 
of vigilance and protection to the nth de- 
gree. At first, of course, the tension was 
terrific But came along and 
with it came relief from the too-taut atmos- 
phere. 


might have been if 


arrived when he 


greatest producers of 


Christmas 


“Business as usual,” in fact, “more 
than usual,” became the order of daily life. 

For the first few days of the war, Christ- 
buying took a turn, but 
speeded up. Thousands upon thousands 
ot spending people visited the stores during 
the daylight hours. (The downtown retail- 
whereby 


Mas slow soon 


ers had an unwritten agreement 
the doors were closed to shoppers at night- 


fall This 
to ke ep the 


was a_ precautionary 
people off the 


measure 
and in 

When 
Christmas day finally passed and inventories 
reported 


streets 
their homes as much as _ possible.) 
sales 
Yes, 
Santa Claus accomplished a wonderful deed. 
He took the worry wrinkles out of a million 


and at the same time cleaned the 


were taken, many stores 


reaching a new high for the season 


foreheads, 
slate for the new year. 


Southern California displaymen have a 
reassuring outlook on local conditions. They 
6,000 miles from the 
Atlantic 
from the nearest 
“We are 
blackouts 
other precautions, though it is possible that 
them than 


thought in the first few days of shock and 


sav, “This area 1s 
nation, whereas the 
only 3,000 miles 


hostile country.” 


nearest enemy 


Coast is 


They also say, 


at war, so we must expect and 


fewer ot may be necessary was 
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Los Angeles Takes War In Stride 


By HERB CROSS 
"Dick'' Whittington, Photographers, Los Angeles 


contusion.” The displaymen and the people 
of Southern California, with 
thanks to the timely holidays, are today as 
unconcerned about personal danger as they 
were in the first World War, when scare 
headlines told the nation of “German raid- 
ers off the West Coast” and about “Secret 
enemy invasion 

Starting the new year with a “bang,” the 
window displays in Angeles brought 
happy-go-lucky holiday themes and western 
Noise makers and 


considerable 


bases in Mexico.” 


Los 


styles for western wear. 


JANUARY, 1942 


confetti were rampant in the New Year cele 
bration windows. Beautiful evening gowns 
top hats and swagger sticks were presente 
for the New Year’s belles and beaux. They 
were shown before gay backgrounds oi 
Hollywood night spots, the “Miracle Mile,’ 
and famous homes of Beverly Hills. West 
ern as sage brush ... as the blood and 
thunder stories of frontier were 
the styles assembled in the windows for 
“Good times on the desert.” 

“White for the New Year party,” was the 


days 


theme of a corner display at Coulter's. Dis- 
play Manager John E. Cooke used four 
mannequins attired in formal evening 
wear, before a background of the “Miracle 
Mile.” (First photograph.) This back- 
ground was a hand-painted mural about 12 
feet square, done in a surrealistic pattern. 
The window theme was indicated in the 
foreground by white block letters. Confetti 
streamers thrown about the dis- 
play. Gaily colored pebbles were about the 
base of the setting. In the foreground was 
a tiny dancing couple made of wood; the 
faces on these small figures were oversized 
and bulbous. Artistic illumination and two 
shady trees completed the display. 
Kenneth Helmbold, the Hollywood 
playman who works wonders on a limited 
budget, had a very clever and humorous 
New Year's showing at his store, Nancy’s. 
The window illustration) was en- 
titled “Happy Days” and featured an old- 
[Continued on page 40] 


and were 


dis- 


(second 


—The display pictured immediately above is 

by John E. Cooke, Coulter Dry Goods Com- 

pany. ... Left, by Kenneth Helmbold, Nancy's, 

Hollywood. . . . (All photographs by courtesy 
of "Dick" Whittington, Los Angeles) — 
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1. MILLER & SONS 


LERNER SHOPS 


PECK & PECK DE PINNA EMILY SHOPS 


-ENHEIM COLLINS 


-- AND RIGHT ON 
SCHEDULE TOO! 


U NITRIMS is its name and it inaugurates an entirely 


new service issued monthly for America's Display Directors. 


U NITRIM S are a group of original display units 


presented for your use in a ready-reference-file folder — a file of 
ideas as exciting and timely as headline news and an authentic 


reflection of year-round display trends. 


U NITRIM S is a product of Max Manheim, designers 


and builders of better displays. The photographs on this page are 
examples of some of the CUSTOM-BUILT displays we have executed 


for well known New York Stores. 


UNITRIM S ready-reference file is sent to you as a 


service without charge or obligation. Since the distribution of this 
service will be limited, we suggest you mail the attached coupon 


at once to be assured of receiving your reference folder. 


UNITRIMS 


A MAX MANHEIM 
DISPLAY PRODUCT 


TO GET THIS MAIL THIS 


MAX MANHEIM DISPLAYS, 37 E. 12th St., New York City 


Please send me your Ready-Reference-File Folder of 


UNITRIMS. 

Store Name 

Address 

CE. ann d haan eeenes oe 












J. M. Mathes, President 
J. M. Mathes, Inc., New York City 
The coming year will undoubtedly see a 
vast increase in the use of display material, 
to get across to the public messages relating 
Just as in the 
will be 


to our country’s war effort. 
last World War, the public 
fronted on all sides with dramatic display 
pieces exhorting them to do their share in 
this face of this condition 
advertising can not be a small, still 

It must compete for attention, and to com- 


con- 


work. In _ the 
voice. 


pete it must adopt the same strategy of go- 
man in the with 


Because 


ing directly to the street 
highly dramatic display material. 
of this I feel certain that display material 
will have an important place in merchandis- 


ing plans for 1942. 


F. S. Kent, President 
W. |. Tracy, Inc., New York City 

There are three types of advertising, all 
step towards the final 
national advertising tells the 
Local newspaper advertising 
brings it down into a specific locality. And 
takes the manufacturer's 
to the point-of-sale in the 
Without display both na- 
advertising much of 
their effectiveness. Display is the “clincher” 
for the sale and, for that will 
tinue to be one of the most potent forces in 
in 1942 and every 


inter-related, each a 


sale. Broad 
general story. 
finally, display 
message right 
merchant's store. 


tional and _ local lose 


reason, con- 
successtul merchandising 


Vvear. 


William B. Remington, President 

Wm. B. Remington, Inc., Springfield, Mass. 

Display is always of vital importance, for 
it is the connecting link between all publi- 
cation and radio advertising on the one hand 
and personal sales effort on the other. 

It is my belief that in 1942 many manu- 
facturers will do well to devote special at- 
tention to the kind of display that will help 
build long range good will as well as imme- 
diate sales. 

Ed Wolff 

Ed Wolff & Associates, Rochester, N. Y. 

In 1942 bigger incomes for wage-earners 
work 
refrigerators, cars, 


more severe cur- 
tailment of 
Briefly, billions more available for consumer 
purchases, fewer things purchasable. 

Problem: what'll they spend it for? 

Solution: for the things 
Every display that makes the consumer say, 
“Ooh! Lookit! I think I'll buy that,” is 
going to pay a handsome profit. 


wage-earners at 


rad Ss, eC. 


they can buy. 


Jerome B. Gray 
Gray & Rogers, Philadelphia 
necessary by the war 
in design 


Restrictions made 


may be a challenge to ingenuity 


ing and manufacturing displays during 1942, 
restrictions do not outlaw 


but those same 


the need of displays. As advertising will be 


maintained by those who comprehend the 


part it can play in the future buyers’ mar 


ket, so will display and merchandising be 
sustained in this. sellers’ market. This 
would seem to me to be more factual than 
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Agencies And 1942 Display 


prophetic, for I understand that point-of- 
sale displays in England have taken on “a 
new virility.” 
Tom L. Wheeler, Jr., President 

Wheeler, Kight & Gainey, Inc., Columbus, Ohio 

Since I like to compare an advertising 
plan to a completed building or house, | 
feel that to omit proper and effective mer- 
chandise display is a little bit like ignoring 
items that contribute 
completing an 
properly 
excellent 


some of the exterior 
to outward 


carefully 


appearance, in 
otherwise planned and 
built house. how 
other forms of advertising may be, much of 
its value is lost if the merchandise is not 
properly displayed, either at the point-of- 
sale or at points where people are sure to 
takes numerous 
items to properly build a house. Likewise, 
it takes all of the advertising 
properly merchandising 


Regardless of 


frequently be present. It 
recognized 
media to build a 
plan. 
Sells Stites, President 

The Keelor & Stites Company, Cincinnati 

Nineteen forty-two will most probably see 
a continued rise in retail sales volume, as a 
reflection of the upward trend in national 
The tempo of daily life will be 
intensified as this country’s war effort gains 
increased momentum. 

During such times, habit and mature re- 
flection have less influence upon our buying. 
The consuming public is moved more by im- 


income. 


is more receptive to new ideas, to 
latest items brought to their 


pulse- 
buying the 
attention. 

Furthermore, there is general uncertainty 
as to how deeply priorities and material 
shortages may cut into civilian goods. False 
rumors of likely to curtail 
the sale of certain items that are available— 
if they are not kept actively before the buy- 
ing public. 

All of these factors point to the big sales 
job that is ahead for store and window dis- 
play in 1942. In short, it looks like mer- 
chandising plans for the coming year should 


scarcities are 


give greater stress than ever to good display. 


Harry S. Pearson, Production Manager 
Pacific National Advertising Agency, Seattle 
There is no doubt in the minds of our 

agency's staff and our clients that display 
will play an even more important part in 
1942 than in in the moving of 
merchandise to the public. We have always 
been firmly of the opinion that at the point- 
of-sale is the place where the sale is made 
and display 
at this important spot. 


past years 


certainly has a big job to do 


William M. Mumm, President 
Mumm, Romer, Robbins & Pearson, Inc. 


Columbus, Ohio 


The old Chinese saying that “One pic- 
ture is more than a thousand words” may 
well be applied to display material. There 
are many products which can not always 


be conveniently displayed in windows or 


on counters, and in such cases in partic- 
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ular a large, attractive display will alway: 
be found useful. 

After nearly forty years in the agenc 
business, we are convinced that in 99 case; 
out of 100 a campaign can not produce it 
biggest results, no matter how much spac 
is used in newspapers and magazines, unless 
attractive display material is a part of th 
whole setup. 

F. W. Ziv, President 
Frederic W. Ziv, Inc., Cincinnati 

Surveys and actual studies have proved 
the value of display in the movement oi 
merchandise. Nineteen forty-two promises 
increased volume in most lines. Judicious 
use of sizeable and aggressive displays will 
garner an increased percentage of this in 
creased business. We have been particu 
larly impressed with the receptive attitude 
of the dealer toward displays tying in with 
radio programs. The appearance of a radio 
“name” on point-of-sale sign, floor display, 
etc., has come to mean insurance that such 
display will be welcomed by the dealer, 
given prominence and long life. We = par 
ticularly recommend displays as the perfect 
tie-in for radio. 

Philip Klein, President 

Philip Klein Advertising Agency, Philadelphia 

Now that the much-heralded war is a 
thing of reality, the advertisers must realize 
that it will be more essential to plan for 
better display in their merchandising than 
ever. With the expected curtailment oi 
other media, display will truly come into its 
own. To be sure, the display makers will 
be forced to use more ingenuity than in the 
past because of the expected lack of mate 
rial from which they can make their dis- 
play. But rest assured that these 
Americans can be relied upon to meet this 


you can 


with their usual tenacity of purpose and 
required facility. Color and_ illumination 
will play an important part in this new 


and the next few years will see 
never before realized. 


vogue 
innovations 


V. O. Schwab, President 
Schwab & Beatty, Inc., New York City 
It seems to me that 1942 should be a 
good year for the use of displays and display 
material. Of course, there will undoubtedly 
be considerable curtailment in consumer 
goods, but I think that, as the war pro 


gresses, other forms of advertising may) 
also be curtailed. The amount of radio 
time permitted for commercial use will 


probably be more limited and publication 
advertising is likely to gravitate somewhat 
toward the limitations already imposed upon 
publication advertising in England. 

If these conditions take place, then it 
seems to me that more dependence upon 
point-of-sale display material will follow. 

|. B. Wasson 
|. B. Wasson Advertising Co., Kansas City, Mo. 

In my opinion that old saying, “A  pic- 
ture is worth 10,000 words,” is still true it 
applied properly. The picture, if valuable 

[Continued on page 65] 
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SHOW YOUR COLORS WITH THE SMARTEST LINE 
OF DE LUXE PATRiG@aIG DISPLAYS a 

























P-11 


] 

American eagle in antique gold. Sculptured P-12 Beautifully sculptured plaque in 
a : 

shield instads white andi blue high-relief. “Vin red, white and blue with 


re gold metal stars. Plaque in antique silver 
, Size 28° x50 $14.25 creating dramatic effect 
. Size 36 x36 $15 25 


Beautifully sculptured in relief 





e P-14 Beautifully sculptured 
in full-relief. Uncle Sam in 


P-13 Built up American 


shield. Uncle Sam sculptured 


antique gold. “V" finished in full-relief. Finished in 


in red, white and blue with antique gold. Cut out 


t 
gold metal stars lacquered wood letters,gold 


Size 17"°x22 $12.75 


metal stars 


Size 32" x 46 $17.50 
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Kescot Wear Displays 
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SELF - PORTRAIT 
—constructed by 
Ugo Mochi from 
publicity clippings 
in newspapers and 
magazines. 





GO MOCHI, magic fingered silhouettist, has achieved world-wide 
renown and popular acclaim in the nation’s leading newspapers and 
magazines, for his craftsmanship and ingenuity. Florentine sculptor, 
painter, supreme in the art of silhouette, Ugo Mochi now renews this art 
in 3 dimensional displays with absolutely modern sensibility and fine 
technical skill. Very effective in his work are his sense of movement, action 
and perspective heightened by brilliant use of color. Mr. Mochi is devoting 
his efforts exclusively to Marquardt & Company in designing 3 dimen- 
sional displays. 
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WORLD FAMOUS SILHOUWETTIST 











ieneies WANT TO BE FIRST with these 


new, ingeniously designed 3 dimensional 





winter playground displays created by Ugo 
Mochi. Styled with drama and rampant with 
color, these timely unique displays will achieve 
instant success! Each unit is mounted in third 
dimensional, new rolled-edge frames with easel 


backs for standing and die-cut holes for center 





hanging panel. 


CALYPSO SINGER TRINIDAD 


Size 421/,” x 54”. Ready to install. Contrasting 

“as . Pa Bright, festive, colorful display for Sun Fashion Display in tropic 
deckle edge panel 60” x 70”. Your choice of Pan American Fiesta Ensembles. manner designed to blend color- 
colors 107” x 18’ background. (Specify color.) fully with new Spring wardrobes. 


Shipped in two cartons — complete .. . $22.50. 





Wind-O-Width Suggestions 


Smart stores, coast-to-coast, acclaim 107” Wind- 
O-Width Rolls in the eight newly styled 1942 
colors (Straw, Chocolate, Blush Rose, Lemon, 
Turquoise, Peach, Fibre-Tan and Gentian Blue.) 
In addition, Wind-O-Width is available in ten 
other medium colors and six light colors. The 
841/,” rolls are now available in ten colors. You 


may order 26” x 40” sheet stock in 137 colors! 





Write today for complete information and color TROPICAL NIGHTS GULF STREAM 
cards on these important items! Gay plummage colors to wear Under a waving palm — Headed 
South or brighten Northern days South or Spring Previews. 


— colorful atmosphere. 


MARQUARDT & 60.2) 


DISPLAY PAPER DIVISION 
75 SPRING STREET 
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in a world 
There 
is always that odd chance of picking up an 
idea that may be helpful later on. This, 
then, is the story of a display that not onl) 
figures, but effectively met 
the condition that it front 
back of a bottle at the same time. 
lotions for men were intro- 
first last fall. We had 
designed a series of three square-cut bottles 
with a mallard duck, 
with 


Everyone likes a success story 


where displays are a dime a dozen. 


produced sales 
dramatize the 
and the 

“Sportsman” 


duced for the time 


decorated respec tively 


and a 


a sailfish, racing cutter, each 
its appropriate locale applied in reverse to 
the back of the bottle The mallard, for 
instance, actually appeared to be flying ove 
with the 
background a 


effect 


marshland reeds, and lotion sep 


arating the subject from the 


very real third-dimensional was 


achieved. 

The 
motifs were actual reproductions, in as many 
f paintings by the well 
known Lynn Hunt (mallard 
and sailfish) and Anthony Velonis (cutter). 
attracted by the life-like 
made it 
sportsmen; the 
bottle the quality of 
In keeping with 


The package was dramatic in itself. 


as nine colors, of 
artists Bocue 
Anyone would be 
authentic 


appealing to 


color; the motifs espe 


cially actual 
execution gave the 
hand-decorated glassware. 
this feeling superior products were carefully 
developed and “Sportsman” lotions were 
put in a class and price range of their own. 

Despite these advantages and the large 
size of the bottle the package had to stand 
up against the competition of all the myriad 
and colorful Christmas packings on cosmetic 
counters. Everything had been concentrated 


in the actual package and special gift pack 
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isplay That Put Over A New Line 


By GUY H. NICHOLSON 
Advertising Manager, John Hudson Moore, Inc., New York City 


ings had been scrupulously avoided. There 
a very grave danger that the 


overwhelmed 


was therefore 
“Sportsman” bottle 
by its brilliant companions on the counter, 
particularly if the store lighting was of the 
discreet kind. 

We experimented with fluorescent light 
and found that when the bottle was illumi- 
nated from below, the back of the bottle was 
well lighted, the lotion took on a clear lim- 
pid quality and the glass picked up attractive 
reflections. The light had 
ranged so that part of it was thrown on the 


would be 


also to be ar- 


main subject on the face of the bottle. 
From that point on it was a question of 
making the unit compact, neat and suffi- 
tailored to be acceptable to the 
most exclusive stores. All this was achieved 
in the unit shown in the accompanying pho- 
tograph, and in use it took the place of 


an elaborate gift packing and served as a 


ciently 


display and counter sign as well. 
The the display was 
walnut-finish wood and the bottles were set 


base oft made in a 
in cutouts over the small &8-watt tube. The 
front was constructed of acetate screened in 
reverse with a small strip below the bottles 


—At left is the attractive display unit which 
was largely responsible for the initial suc- 
cess of the "Sportsman" line. Built by General 
Display Case Company, it is equipped with 
an 8-watt fluorescent tube. Above is a 
display of "Sportsman" lotions as installed by 
Sidney Ring, Saks-Fifth Avenue, New York 
City. The window illustrates the effective 
use of a number of sport photographs which 
were supplied by John Hudson Moore, Inc., 
for display purposes— 
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left bare to allow the light to come up on the 
face of the bottles. 

The display got preferred positions every- 
where. Several department stores used as 
many as three units. It obtained immediate 
attention for the package, however colorful 
the surroundings, and by dramatizing the 
idea behind the package it sold merchandise. 

This unit was also used as a_ central 
theme in many windows; outlets were sup- 
plied with suggestions for using the display 
in this way. 

The only other display material furnished 
was a series of sporting photographs which, 
with a little ingenuity, could be used in any 
number of ways. Action 
this type inevitably attract sportsmen and 
hold the interest of even the average indi- 
A good example of how these photo 


photographs of 


vidual. 
graphs were actually used is shown by the 
accompanying photograph of a window in- 
stalled by Sidney Ring, Saks-Fiith Avenue, 
New York City. 

The winter hunting season coincides and 
overlaps the Christmas buying season and 
“Sportsman” lotions were a natural for in- 
clusion in any windows featuring sporting 
equipment. Some material for 
these windows for special “Sportsman” dis- 
plays, and this is probably the first time that 
men’s toiletries have been seen in the win- 


stores used 


dows of sporting goods stores. 


With simple, but specially devised, 
display material “Sportsman” 
immediate and prominent placing 
The counter unit was immediatel) 


large majority of 


this 
lotions got 
every- 
where. 
responsible for a sales, 
since no large advertising schedule was un- 
dertaken. In fact, the plaudits for this 
unit rival that we are still receiving 
for the package itself. 


those 
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. To Add an 
POWERFULLY | ree 
to the wi, et 
ATTRACTION 4 
of Your S =) 


DISPLAYS 


At A Moderate Cost! 


TS 


“FIRST ARRIVALS” 26”x 40” (10 Colors) $4465 
WHITE MOUNTING 36”x52” . . . EACH 


12 ARRESTING SUBJECTS 
IN OUR SPRING AND SUMMER CATALOG 
... Each in 6 to 14 Beautiful Colors! 


°$ SUBJECQCIS. . 26s 
In 8 to 12 Brilliant Colors $A65 


on 36” x 52” Mounting . . . EACH 

@4 SUBJECTS... ear 

“BLOSSOM TIME’ 36" x 48° (14 Colors oii In 12 to 14 Bright Colors $A9IS5 

\" WHITE MOUNTING 48” x 72” on 48 x 72 Mounting a rae EACH 
. “SPRING PAPER SCROLL (3 Colors) 12" x34" 50 e 3 SUBJECTS... 36’x 52" 
rf In 6 Harmonious Colors - 95 
on 48” x 72” Mounting . . EACH 


CREATED AND PRODUCED BY 


Act fanel Stal 


OFFICE Pee 150 WEST 46th STREET — Just off Times Square 
“EASTER PARADE”... 26” x 40” (8 Colors) $465 LOngacre. 56a" NEW YORK CITY 
WHITE MOUNTING 36” x 52” 2. wa We Invite Your Inquiries on Special Orders 


RITE FOR COMPLETE CATALOGUE AND INFORMATION ! 
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“Working Backwards” (see DISPLAY 
WORLD, December, 1941) has come into its 
own during the past few months for all of 
us. We confronted with a lack 
of materials Uncle Sam 
setting up an arms industry second to none. 
Yet, confronted with 
much the only in our 


have been 


which needs for 


everyone has’ been 
problem not 
line of endeavor. A 


uncomfortable 


same 
business, but in every 
little belt-hitching has 
for some of us, but we still have no priori- 
ties on ideas, and it takes a little narrowing 
of the path while to make us 
realize how straight it really is. 

Most of us in the display field have felt 
plastics, 


been 


once in a 


from curtailment of 
cellophane, certain essential 
cloth, metals, 
seems 


the pressure 
papel products, 
and 
other 


special tools, 


materials. It 


hardware 
every 
“no” 

test 


and many 
someone 
But the 


turn 


time we turn around Savs 


used to. real 
their ability to basic 
available into new and 
still available products and 
[ don’t think 
actual curtailment of 
materials is what is worrying most of the 
idea men in the True, 
our freedom is gone, in the sense of having 
fingertips, but it is 


to things we're 
of designers is 
still 
find and 
put them to use in old ways. 
that the 


products uses 


new 
cessation or 


industry. some ot 


most things at our 
sharpening us up somewhat, and getting us 
out of the rut in many instances. What is 
worrying us most is that we are having our 
work, in many ways, held back from us. 

Habitually, designers and displaymen are 
planners. In planning, there is a great deal 
of retrospect that is used as a foundation 
for the birth of an idea. The effect of any 
disturbing factor in their thinking is in- 
evitably a temporary stopping block to the 
completion of that idea or thought. Perhaps 
we are applying too many of these mental 
stopping blocks as exemplified by the pres- 
ent situation to our thinking about our own 
futures. It takes another mental fist-fight 
to embark again on the course of thought 
we should be taking in licking this new 
problem. 

Let’s look at this in the light of the present 
situation. We many stopping 
blocks placed in our way it seems impracti 
cal to continue designing. Some of us feel 
(yes, I've been through it) that we won't be 
Our poor business is just 


have had so 


needed any more. 
a second cousin to the advertising business, 
and why should keep advertising 
when they can’t get material to make prod- 
ucts for us to sell by our methods of adver 
tising: Show cancellations are rampant, 
and the outlook for show work is dark in- 
Dealers are being left high and dry 
and 


people 


deed. 
by manufacturers of non-essentials, 
makers of essentials are too busy with gov 
worry much about their 

We are losing per 
forces, and our inven 
stocks are 


ernment orders to 
advertising 


to the armed 


budgets. 
sonnel 
starting to 


tories of “priority” 
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By J. FLEMING 
Hartwig Studios, Milwaukee 


look sick. We read trade papers which tell 
us that big advertisers are not cutting their 
budgets, but we don’t see it coming our way 
so we sit and moan. We ask ourselves how 
we can possibly work under these adverse 
conditions. We have no materials we can 
and little getting much of 
the things we could use if we could get them. 
The prices on raw materials vary in some 
cases every forty-eight hours, and we can't 
possibly keep up with the trends. Tomor- 
row’s paper may take another kick at us by 
and there we 


chance of 


use. 


cutting something else out, 
sit... woe 

It's all too easy to sit and be sorry for 
Here’s one who likes the 
battle. I like it because it’s doing things 
for me that no amount of routine daily 
design problems could ever do. It’s making 
us think that much harder, and wiggle a 
little to get over the tight places, but it’s 
good experience. Let's all remember that 
in an unpredictable future, the best place 
to be is in the present. Skilled hands and 
creative minds never and out of this 
mad melee will come some of the greatest 
It's tough, but 


woe woe. 


ourselves. boy 


rest, 


developments of our lives. 
we're all in the same boat; let’s travel to- 
gether and take stock of our capacities, 
narrowed though they may be, and we'll see 
what a really bright side there is. 

Item 1: Defense industries are creating 
tremendous payrolls that are being spent 
by people not accustomed to such high 
wages. The distribution of this money is in 
the retail market. Our chance here is to 
convince the supplier of retail merchandise 
that we can sell his product at the point-of- 
sale much better than most other types of 
advertising, as well as to offer him displays 
that explain to the public when he can not 
supply them if his dealer is short, and at the 
same time keep his market alive. He owes 
the public this courtesy, and his advertising 
dollar can not be spent better. 

Item 2: Many non-defense industries are 
blast on items for public con- 
\ real search for these industries 
business 


going full 
sumption. 
and their new-found 
opens another new market for point-of-sale 
and itinerant displays. Many of these are 
small manufacturers who have taken over 
markets left idle by the mad scramble of 
related industries for defense contracts, and 
of them are the potential big busi- 
We can get in on the 


increased 


many 
nesses of the future. 








Here is an article with plenty of 
meat in it for display studio operators. 
Instead of taking current difficulties 
“on the chin,” Fleming proposes that 
something be done about it. What he 
proposes should be inspiring to every- 
one connected with this form of dis- 


play. 
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ay Studio Problems 


XXXX. DESIGNING AROUND PRIORITIES 


ground floor, acquaint them with the value 
of our type of work, and develop their 
accounts. 

Item 3: Our part in national defense can 
be met with all our vast store of past ex- 
perience and ability. Millions of people are 
ready and willing to do something in the 
way of civilian defense, enlistment work, 
Red Cross and other endeavors, yet don’t 
know exactly how to go about putting their 
services to work. What greater opportunity 
is there for visual education and public in- 
formation than the efforts of the display de- 
signer? He’s been selling products this way 
for years, and selling the message of defense 
preparedness falls right into line here. Our 
part in the campaign is to design flexible, 
portable, unified display pieces that tell the 
story simply, quickly, and forcefully, with 
a unity that only repetition of design and 
message can give. People are now used to 
being told things in third dimension, and 
cooperation of merchant, banker, store 
owner and public place is much more 
easily secured if a display exudes quality 
and is simple and easy to install. It must 
be so designed that it can be added to if 
necessary with auxiliary pieces, can be in- 
expensively constructed, and serviceable in 
any form. There is surely a great opening 
here for our efforts. 

Item 4: We've all frowned more or less 
on the possibilities of devoting our talents 
and equipment to anything other than dis- 
play work. Now is the time to look into 
the possibilities of our machines and men 
in other fields to keep them busy. Ever 
think of doing light mill work for the mar- 
ket that can’t get into the big mill because 
they’re so busy? Ever think of light pro- 
duction manufacturing of as simple a thing 
as a packing box or crate for supply to 
manufacturers? Ever think of cheap wood 
toys, competitive to the now depleted for- 
eign supply? There are many others if you 
just keep looking, and better 
equipped than the personnel of a display 
studio to create these items? Who is better 
able to find new ideas or modern variations 
of old ideas than a display designer? 

Item 5: Trade shows, with the exception 
of highly specialized or exceptionally busy 
industries, are still going on, and will con- 
tinue to do so. There just aren’t so many 
of them, due to the fact that neither mer- 
chandise nor personnel can be spared for 
these shows. Our biggest job for display- 
men as a group is to convince our clients 
that we can do a successful selling job for 
them as nearly as possible without their 
actual product as can be done, by substi- 
tuting pictures, models, static or moving re- 
productions in diagrammatic or third-dimen- 
sional form, or “translites.” If enough of 
them are convinced of our capacity to do 
this “silent salesman” job for them, the 

[Continued on page 73] 
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PRESENTS 


SEASONAL 
IN PAPER SCULPTURE 


THE SEASON'S PRETTIEST PAPER 
FOR YOUR SPRING WINDOWS 


“FLOWER BOUQUET” 


18 FT. ROLL 107” WIDE {utiTox 


$8.95 


Three Color Silk Screen Print on Forsythia Yellow 
—Persian Lime—Atmosphere Blue—Desert Rose 


DESIGNED AND SOLD EXCLUSIVELY BY RIP STUDIO 


Use It Many Different Ways 


@As a Window Background 

@For Your Cases 

Cut It into Panels of 3'x9' Each 

eCut Out One Bouquet Alone and Mount It 
eCut Out Single Flowers, Do Your Own Applique 


BULKTON SEAMLESS USED EXCLUSIVELY 
BULKLEY, DUNTON & COMPANY, NEW YORK, CHICAGO 


Designed by our clever artists. Executed by skilful crafts- 
men. These complete 3-dimensional units are distributed 
exclusively by RIP Studio at a surprisingly low price 





15 EAST 22nd STREET 
NEW YORK, N. Y. 


PANELS 



















8 BEAUTIFUL PANELS 
NEW! CRISP! GAY! 


#1295 
SIZE 107" BY 107" 


Special sizes on request 


1. Spring Bouquet 5. Spring Nymph 

2. Easter Bunnies 6. Birds of Spring 

3. Children at Zoo 7. Valentine 

4. Americana 8. Butterflies (photo) 


SEE OUR SHOWROOM AT ABOVE ADDRESS 
WRITE FOR ILLUSTRATED FOLDER 





PHOTO OF %2 ROLL— ACTUAL BOUQUET SIZE 24" 





























My idea of a “piece goods department” 
had always been that it was a place hidden 
behind. the 


disarray of 


away somewhere elevators and 


piled high with a materials. 
Here, | thought, little old ladies sold other 
little old ladies voluminous vards of darkish 
fashioned those 
best 


Last month, in Cincin 


fabrics from which were 


flowing, shapeless dresses worn with 


high, button shoes. 
nati, my education began. The responsibil 
itv rests with Cogswell Cromwell, display di 
rector, H. & S. Pogue Company of that city. 


“Come on up and see our new picce goods 


I went but I wasn't at 


department,” he said 
all excited about it. 





DISPLAY WORLD 


By BURT SOUTHWORTH 
New York City 


The elevator stopped and I stopped, and 
stared. We in a beautitully lighted 
foyer in young and very gay pastel shades, 
done 


were 


flanked on each side by large cases 
to give the effect of display windows. Along 
the backs of these cases, yards upon yards 
materials were 
folds. Before 
mannequin wearing an evening gown which 


home in an 


of myriad-hued draped in 


graceful, easy each stood a 


becn equally at 


prom, or in the 


would have 
junior 
Harper's. 

fover came the 


opera box, at a 
Vogue or 


this 


pages of 


Beyond department 


itself, all done in the same lively colors 

and telling the same smart story. This cer- 

tainly wasn't piece goods as I knew it. 
Over the selling counters, which extend 


down the entire left length of the depart- 
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ge Of Pace For Piece-Goods 








ment, brightly-lighted shadow-boxes 


backed with pastel colors. 


were 
These were cut 
in ovals, circles, and rectangles, spaced and 
arranged to carry out a design of their own. 
Fabrics in various shades and designs were 
looped through small rings at the tops ot 
the boxes and rippled down to continue on 
out of sight at the bottom. [very box had 
its own three-quarter mannequin in the fore- 
ground, each dressed in a frock of the mate- 
rials shown, and some holding contrasting 
fabrics in her hands. 

intervals throughout 
rectangular platforms 


or matching 

Spaced at 
the floor 
with a back-drop measuring about 8 by 6 
feet, sprayed an_ off-white and strongly 
I ghted Down each of 
back-drops cascaded two widths of 


regular 


were low, 


from above. these 


mate- 





- a 
shades, one of 
flowed into and part of the 
worn by the mannequin posed on the plat- 
form. 

Cromwell then 






which 
gown 


~~ 
contrasting 
became 


rials in 


introduced me to Robert 
Hasselhoff, in charge of all the display 
work on this floor. I found then, as I had 
begun to suspect, none of these gowns were 
actually gowns at all. They were simply 
lengths of the materials draped and inge- 
niously decorated to simulate smart frocks. 


But “simulate” is a poor word, for these 
did not feign gowns: they actually were 
gowns. 

Except for an interlude during the first 
World war, Hasselhoff has been with 


Pogues continuously for twenty-five years. 
With scarcely more than a mouthful of pins 
for props, he can whip up a dress in 


[Continued on page 74] 


less 


—Three views of the piece-goods department 
of H. & S. Pogue Company, Cincinnati. . . . 
Upper left, one of the rectangular platforms 
used throughout the entire department. .. . 
Center, shadow-boxes appear over the selling 
counters. . . . Left, large foyer cases are done 
to give the effect of windows. . . . Cogswell 
Cromwell is display director. . . . (All photo- 
graphs by courtesy of Ruth Copeland Studio, 
New York City— 
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. . . . . . . | 
displays can be built with less work, last longer, can easily be refinished to look like new! 
es 
ut 
| 
Nn. 
re 
ot 
On 
ad 
"i 
¢- 
ne ; 
‘ 
ut : : 
Ns { Douglas Fir Plywood is being used to blackout 
6 ; windows in many defense areas. This particu 
| i lar photograph was tcl:en in the bakery of a 
ay large west coast department store where these 
Sé 3 plywood blackouts are being kept on perma- 
7 = nently as a precautionary measure 
ABOVE: Here's a background that covers a ABOVE, RIGHT: Interchangeable signs of 
lot of space without using a lot of plywood. Exterior-type Douglas Fir Plywood for the tops 
The leaf cut from the panel in one section forms or sides of delivery trucks have proved an 
the unit in the next section. Instead of leaves, effective advertising medium for many retail 
any design unit could be substituted. This par- stores and service companies. Exterior ply- 
ticular background was used recently by Meier wood is weather-proof, can be silk-screened, 
& Frank Co., Portland, Oregon. painted, varnished or finished as desired. 
ich 
wn H | id ? 
Free book contains many novel ideas! 
— @ If Uncle Sam has taken some of your helpers and you are either short- 
hes handed or have inexperienced assistants, here’s a suggestion: Use Douglas Fir 
iad Plywood as your basic display material! 
ere rae © . ° 99 . . . 
ply [his “modern miracle in wood” works easily with either power or hand tools. 
ge- It can be cut into intricate shapes or bent without breaking or splitting. It 
‘ks. holds nails and screws firmly. Its rigidity and strength minimize the amount yi, }§-page manual contains over 100 
ese of bracing necessary. Plywood takes a lot of punishment without looking _ tested SS Pe fata Daa — 
“e 7 ‘. a in use; da I 
ere dog-eared . . . can be salvaged for further uses or refinished. It’s as suitable {rom showcards to the largest outdoor bul- 
. as : ins. Wri Mr. A. E. Hurst, tion- 
a for window backgrounds and partitions as for cut-outs and displays of every Rina 
ith kind. It’s also ideal for blacking out windows if you are in an area where this 
V1 . P e ° maiko 
ae is necessary. It’s light-tight . . . easy to put up and take down. Millions of 
seth feet are being used for this purpose in England and other European countries. 
less ros ies ; mr P 9 
si The new book, “Display Signs With Douglas Fir Plywood” shows dozens of 
practical ways in which Douglas Fir Plywood has been used by the leading 
nt display men of the nation. You will want to use or adapt many of the ideas. 
‘ Write now for your free copy. Doug!as Fir Plywood Assn., Tacoma, Wash. 
n 








GENUINE SPECIFY DOUGLAS FIR PLYWOOD 
eLvVALL BY THESE “GRADE TRADE-MARKS” 


Douglas Fir Plywood 


WALLBOARD PLNPANEL DEPRA. EXT.-D.F.P.A. 
Oars . at. 099 we $. Par, OFF 


WADE MARK REG. U.S. © Trae wane ate 
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Display Merchandising ... 


By De SAULT AAS AME AL, PT A 

























—I¥ you are planning a new setting for some departments, 
it is a good idea to design it in such a manner that it fits 
in with the season and seasonable merchandise. This unit 
incorporates the feeling of spring into such a setting, 
through using a lace-like canopy at the top and a cut-out 
matching border. Paint the unit in light shades that fit in 
with the general color scheme— 






























—The parachute furnishes a timely theme 
for spring bargain sales. The upper portion 
is made of wall board, with cords holding 
the cut-out dollar signs. The parachute 
body can bear a selling message if desired. 
The theme can be used, with both large 
and small units, throughout the store— 













—Appropriately decorated tables just be- Hy 

fore Valentine's day help to step up sales Myf 

of merchandise usually associated with this _— 

event—candy, hosiery, lingerie, perfumes, 

etc. Suggested here is a very simple table 

treatment using hearts cut from red card- 
board— 
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—Bamboo as a decorative is very popular. Its 
use in the store imparts an up-to-date atmosphere 
to the general setting and to the merchandise 
itself. Posts can be decorated as shown to repre- 
sent a palm tree, and at the same time serve as 
a support for a bamboo canopy over a table 
faced with bamboo sides. The actual bamboo 
should be used, although this can be simulated 
by a very realistic "bamboo paper" which is avail- 
able— 
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_ Trees! Trees! and More Trees! 


















But at Last 


The Singing Tree. 


A New Creation By 


— ARTLEY | 


Known For Their Trees : 
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This Tree contains no mechanism. 


TEVA 


Cannot vet out of order. Built of Papier Mache. 
g } 





























Full Round with lots of Branches. bli 
E A Gnarled Old Apple Tree of Beautiful Design with a New Bark- 
2 like Finish. Painted in any Color desired and Reasonably s 
= Priced. 
= KX 
_ Will Be the Talk of the Display Profession | 
‘ : 
Z Write for Circular Giving You Full Information : 
- About This Amazing Tree : 
: 350 PLANE STREET; 
- ARTLEY STUDI NEWARK, N. J. > 
; 
P: PAPIER MACHE — PLASTICS — WOOD NOVELTIES 
: SPECIALIST IN PAPIER MACHE TREES | 
TTS ATS ATTA iz 
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W.M. ZEPPEN-FIELD STUDIOS 
of HOLLYWOOD 


Creators of 


The New Window Genic 
" Flexy MANneauin - 


One of our latest creations. 


Make him stand, sit, or any other trick you may 


desire. Then—watch him boost your window sales. 


This silent salesman can be directly in your employ- 


sap? oo  % ‘ : ; 
— a ment as soon as you give us an order. Also obtain- 


ae. ‘= oe: Pee 
tie able in our New ''Hollywood Crepe" Finish with 


natural hair effect. 


Write or Wire 


Representative will Call 


Chicago Showroom 


CAMERON COMPANY 


209 South State Street, Chicago, Illinois 


Factory and Showroom 


W. M. ZEPPEN-FIELD STUDIOS 


1057 North LaBrea Ave., Hollywood, California 
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W.M. ZEPPEN-FIELD STUDIOS 


Creators and Designers of 


HOLLYWOOD MANNEQUINS 




















GLAMOROUS — Exciting—High-Fashioned— Utterly different versions 
of Hollywood Mannequins—and with reason—for these Zeppen-Field 
Creations have the lovely perfection of styled, custom-built figures, 
all obtainable in either Flexible or Rigid poses. Other features include 


Removable and Interchangeable Real or Horse Hair Wigs. 


lay 

les. NEW —AIlll Interchangeable Arms, Hands, and Waists. 
OY 

oe ULTRA-SMART—Feature for 

th Spring and Summer the 


very new Finish—''Holly- 
wood Crepe" with Raffia 
Hair in many different 


shades. 


Chicago Showroom 


CAMERON COMPANY 
209 South State Street 
Chicago, Illinois 


Factory and Showroom 


W. M. ZEPPEN-FIELD STUDIOS 
1057 North LaBrea Avenue 


Hollywood, California New Juniors — Sizes 9, I1, or 13 
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Signs Of Spring 








/ 








—With the first robin scheduled to take his bow in the not-too-distant 
future, these displays picture things to come in most attractive fashion. 

Left column, top, a striking window by Russell C. Kehrt, Jenny's, 
Cincinnati; the bird's nest was of straw, placed on a large tree stump 
of plaster. . . . Center, one of a series using the history of the state of 
Utah for a background motif, the work of Howard D. Lish, C. C. Anderson 
Stores, with headquarters at Boise. . . . Lower left, by Everett Quintrell, 
Elder & Johnston Company, Dayton, Ohio, portraying a New Orleans set- 
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ting. .. . Right column, top, by J. E. Vent, Rike-Kumler Company, Dayton 
. . . Center, by Aubrey L. Maley, The Broadway-Hollywood, Hollywood 
six large bird pictures were casually strewn down the seamless paper and 
the millinery heads were mounted on a black manzaneta tree stump. . . 
Lower right, a display by Martine Kane from Helena Rubinstein's Fifth 
avenue salon; spring foliage was used profusely; live canaries perched 
on the branch or flew about the display and never failed to stop 
crowds— 
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Ee BBERLITE laboratory engineers 
gave displaymen the first definite relief from the ever 
present hazard of breakage... Now again in 1942 


Rubberlite gives displaymen their crowning effort 
f) ° : 
fSamitnaled 


S. Pater No 
A PRODUCT OF RUBBER PRODUCTS. INC 


This product provides Rubberlite protection, with all its soft, 


rich flesh like surface plus extreme light weight and strength. 


“LAMINATED RUBBERLITE” Mannequins 
weigh under twenty pounds! New Lovelies styled to the 


tempo of the times are now awaiting your Inspection. 


DURABLE DISPLAYS, INC. 


2010-2018 SOUTH HALSTED STREET, CHICAGO 





NAT SIEGEL, 39 West 37th Street, New York. N. Y. 
MENARD & TABERY, 3443 South Hill Street, Los Angeles, Calif. 
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Here we have an interesting ledge 
display for shoes, bags and accesso- 


ries. A branch of oversized artificia! 


flowers with novelty bird reveals the 


first signs of spring. The three vary- 
ing base units can be circular or rec- 
tangular in form and lacquered in 


pastel colors. 


The drapery stand for silks, rayons, 
etc., is constructed of wood. Upper 
bracket has sliding rings. Entire unit 


lacquered in deep contrasting colors. 
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§4-I"H-TYPE 
PLASTIC SPLICERS 
FURNISHED 
WITH EACH 

MO TYPE 


“MULTI-USE” Glass Displayers 


Here you have a new type of display fixture that answers ‘'MULTI-USE" displayers are made of clear, flat glass, 






















the demand for something entirely original. The versatility bent at perfect right angles by a patented process, in a 
in the display application of these units it limited only by range of sizes for various types of merchandise. The 
the ingenuity of the displayman. Available at |10-degree TOPPERS are made of polished plate glass, with polished 
angle Feb. 2. edges. 


AN ASSORTMENT OF THESE DISPLAY UNITS WILL LEND A NEW 
APPEAL TO YOUR SHOW WINDOW, SHOW CASE AND LEDGE TRIMS 


“Multi- Use" Displayers “Multi-Use” Glass Toppers 


(Process Patented No. 2,024,7 Mirrored Mirrored 


Clear Inside Outside ms rrot 
Nos. 2-308, 2-310, 2-408, 2-410, per doz. $12.00 $20.00 $26.00 NO fac’ Gace fa" Drom coe ‘ r } 90 


Nos. 3-308, 3-310, 3-408, 3-410, per doz. 18.00 26.00 32.00 6G CG "Diem 

Nos. 4.308, 4310, 4.408, 4410, per doz. 18.00 26.00 3200 ~ (ee cies IG) Diem. coms... 175 2.8 
Nos. 6-408, 6-410, 608, 610, per doz. 24.00 32.00 38.00 yo 20 Circle 20" Diam. cach 3:00 3.80 
Nos. 8-408, 8-410, 808, 810, per doz. 30.00 38.00 44.00 No. 22C. Circle — ly each 3.75 4.75 
Nos. 12-408, 12-410, 1208, 1210, per doz. 36.00 48.00 54.00 \\> 40’ Gincle 24" Diam cach 450 5.50 
Nos. 16-408, 16-410, 1608, 1610, per doz. 42.00 56.00 62.00 — 


Indicate mirrors by adding letter M after unit numbers. 


All edges polished—Thickness approximately 13/64". Indicate mirrored Due to current conditions, prices are subject to change 
inside by adding letter M after unit numbers; mirrored outside by letters MO. without aottee. 
Assorted sizes clear and mirrored in dozen lots no extra charge. 
All orders F. O. B. Cincinnati. TIME IS SHORT — 
"H'" Type Plastic Splicer 36c per foot. Available up to 12 feet long. ORDER "MULTI-USE" NOW 


Chicago Office: ROBERT B. DEAL, Representative, 209 S. State St., 1707 Republic Bldg., Phone Webster 2060. 
Eastern Office: R. E. HOWARTH, Representative, North Penn Glass & Mirror Co., Quakertown, Pa., Phone 470. 


J. E. BARRON and ASSOCIATES 


o94 VINE STREET Tel. PA. 0502 CINCINNATI, OHIO 
















LOS ANGELES TAKES WAR 
IN STRIDE 


[Contiiued from page 20] 


fashioned bar and barkeep. The bar was 
constructed of wood and covered with 
“Satin and Old Lace.” The front of the 


\ lace bordet 
did 
placed plush flowers. Atop 
window 


ar Was purple—the top, pink. 


eave the bar a bizarre appearance, as 
some caretully 
trom the 


hand-painted by 


suspended 
bottles. 


the bar and 


background were 


Helmbold 


Phe barkeeper was especially interesting. He 


The bottles had doilies tor corks. 


vas all head and hands. The head was 
constructed of papier mache and had hai 
and mustache of rope and_= string s) ere 
nose made trom a cut-up Easter egg .. . 
eves made with rubber balls. The bar 
keep's body was indicated by a glass rod. 


The hands were a pair of workmen's gloves 


painted bright red on the fingertips and 


they were busily occupied with pouring a 
\nother item in the bar 
was the holder for bottle. It 


was a small lamp shade turned upside down. 


drink interesting 


one liquot 


\ plush stool was before the bar, decorated 


and colored in keeping with the color 


scheme. Two mannequins attired in flowe1 
bedecked evening wear completed this pres 
entation 

Phe Desmond’s-Wilshire 
interesting series of Palm Springs windows 
entitled “Just (first 
40). The color and its complement 


ing illumination 


store had a very 


for Fun” picture, page 


S( heme 
consider 


alone justified 


able praise. In the background of each dis 
play was a typical street sign as would be 
seen on one of the many side roads in the 
desert area. Lettered on this sign was. the 
theme, “Just for Fun.” These signs were 
of different colors in each showing. Many 
varieties of desert plant life such as sage, 
vucca, and succulent cactus were simulated 
ind placed about each display These 
plants were painted purple, orange, and 
other “sunlight” colors. In each window of 

—The first window shown is from the Des- 


mond's-Wilshire store. Next is a display 

by Sidney Gorman, The May Company-Wil- 

shire. Below, by Carl W. Ahlroth, The 
May Company-Downtown)— 
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the series was a human interest photograph 
and and around Palm 
Springs. In the window illustrated the photo 
indicated the annual “Ride of the Vaqueros.” 
This is a famous trek made by experienced 


ot scenes events in 


desert horsemen and vacationists who relive 
From the 
were 


the memories of frontier days. 
photograph confetti and streamers 
suspended, indicative of the new vear gaiety, 
famous at this resort. Three mannequins 
were used in the display ... a man, woman, 
and They were attired in “Leisure 
sport that companions 
for your light-hearted moments.” The posi- 
tions of the mannequins followed the idea of 
absolute The leaning 
against the side of the display, holding his 


boy * 


clothes are grand 


leisure. man was 


knee the woman and boy carried holi- 
day noise makers. 

Sidney Gorman did his share to brighten 
up the New Year in his corner display at 
the May Company-Wilshire, as pictured 
here. He used a red, white and blue color 
scheme as did Carl Ahlroth at the downtown 
store. Gorman’s corner window, ot which 
the illustration is but a part, was divided 
into three sections. Each section was an 


individual display in itself, and each carried 


New 


Year's theme. One of the 


the same 
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was a wooden lan 
garnished wit 
Within the stre 
light bulb. 
in place ot 


features of the window 
painted and 
and confetti. 
lamp was a candle-shaped 
New Year’s sign was used 
street insignia. The post was placed at 
angle in the window, and its base protrud 
a star-spangled background. T} 


post gaily 


streamers 


through 





fancy 


roll of 
tached and rolled at either end. 
illumination 


background was a paper, at- 
There was 
a mellow amber in this dis 
play. 

“For the New Year's Belle,” “bouffancy in 
white” was presented at The May Company 
Downtown, by Display Manager Carl W 
\hlroth. This extravagant holiday window 
had tour mannequins dressed tor the mid 
It included a delicately carved 


beside 


night gaiety. 
love seat (not shown in illustration) 
which two mannequins The back 
ground in this display was completely New 
\n hour-glass constructed 


stood. 


Year's in nature. 
of wood was prominent, with the sand ap 
parently pouring out the last seconds of the 
confetti, musical notes, 
were indicative of 
had a red, white, and 


old year. Balloons, 
and a cut out 1942 
The window 
blue color scheme. 
Other January 
worthy of 


season. 


Angeles 


mention 


windows in Los 
considerable 


The cornet 


are also 
though they are not illustrated. 
j 


window at the Desmond’s-Wilshire indicated 


“Travel town and country.” The tea 
ture of this window was a-—=mannequt! 
perched atop a donkey made otf wooden 
barrels. This setting was complete with a 
desert atmosphere of cacti, sage, and palms 
Several windows at The May Company 
stores looked toward spring for their in- 


spiration. Numerous other stores featured 


apparel for the local winter sport spots 





Copper Mine Interior 
Shown In Display 

\ recent window display 
New York City headquarters of the Chicas 
Pneumatic Tool Company has been. stop 
ping crowds daily. Actual mining machi 
ery, in position for operation, is shown in a 


installed in the 


setting which portrays very realistically the 
interior of a copper mine. This is the s 
ond of a series of educational displays 


company has planned. 
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Looking for 
SMART MANNEQUINS? 






Looking for durability 
WITHOUT WEIGHT? 






















BE SURE TO LOOK FOR 
the gtvle=rite™ label! 


Here are sparkling new addi- 
tions to the brilliant “‘style-rite™ 
family. Their perfect lines have 
been sculptured to give all types 
of garments fashion-right dis- 
play. “Style-rite” Mannequins 
vive you the right combination of 
figure smartness. practical light 





weight. and lasting durability. 
“stvle-rite” mannequins are 
also available in men’s figures 





Write today for name of your nearest “style-rite” distributors 


MANNEQUIN DISPLAY STUDIO 


27-31 BLEECKER STREET NEW YORK 
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erchandise Arrangement 


By TED TALISMAN 
Famous-Barr Company, St. Louis 


The prescntation of merchandise in a de \iter getting the assignment we made a kets, fishing tackle, folding chairs, tackle 
partment store is a very difficult problem — careful study of each department. A sur- and other articles stacked on each other 
because the merchandise is not standardized vey was made of the layout, stock arrange- without any signs and without any thought 
as it is in the chain stores, and, because of | ment, displays, signs, and consumer reaction. of stock arrangement. 
seasonal location changes, the large volume \fter careful consideration it was decided We cleared this square of all merchandise 
of traffic makes it necessary to analyze that the sporting goods department on the and covered the tables with an eggshell 
each problem separately. eighth floor needed attention first. The leatherette. We also secured two old plat 

We will try to explain what we are doing buyer of the department was then = ap- forms and had the carpenters cut these dowr 
at Famous-Barr Company about merchan proached and our objectives explained to to a specified size. These platforms were 
dise presentation and what problems have him. He was very enthusiastic about the also covered with leatherette and placed o1 
been encountered to date. idea and assigned two of his assistants to top of the square, thus forming a step ar 

Fred Z. Salomon, general manager, took work with the writer. rangement. We selected one each of all th 
the writer out of the display department We started by straightening the merchan- — picnic baskets carried in stock and arranged 
and assigned him to ten departments. They dise layout in the aisle in front of the gun — these in the center of our square. 
are rugs, sporting goods, small electrical cases. This aisle consists of various size At one end of the square we selected 
goods, lingerie, housedresses, stationery, tables formed into squares, four tables to one each of all the fitted picnic cases and 
handbags, basement accessories, basement each square. We moved these tables around arranged these accordingly. At the other 
men's furnishings, and basement boys’ tur forming squares with the same size tables. end of the square we placed fitted ice cases 
nishings. He was told to rearrange the The first square in front of the Sixth street \ descriptive price card for each article o1 
merchandise and displays as he saw fit, but elevators had fitted picnic cases, picnic bas this square was ordered from the sign writ 
above all to keep foremost in mind that the ers. The cards are 1/32 size (2% by 3Y 


management didn't want only “pretty” dis —Typical examples of merchandise arrange- inches) and make it possible for the shop 


plays, but merchandise arrangements that ment as discussed in the accompanying pers practically to wait on themselves. 


would sell and to have all steck in order. article— [Continued on page 7o] 
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SPRING AND SUMMER 
DISPLAY MATERIALS CATALOG 
featu ring 
WALT DISNEY’'S 
POPULAR NEW MOVIE HERO 


DUNDO 


ALSO FUNNY BUNNIES AND A FULL LINE 
OF THE FAMOUS WALT DISNEY CHARACTERS 


% YOU'LL BE VERY MUCH INTERESTED IN THE COMPLETE 

PATRIOTIC SECTION FEATURING OUR “DISPLAYS IN THE 

AMERICAN WAY", AND OUR ILLUSTRATED SUGGESTIONS 
FOR THEIR USE. 


SEND THIS COUPON TODAY e« e 


THE REYBURN MFG. CO., INC. 
ALLEGHENY AVE. AT 32nd ST 
PHILADELPHIA, PA. 


SEND AT ONCE PLEASE MY FREE COPY OF YOUR NEW 
SPRING AND SUMMER DISPLAY MATERIALS CATALOG. 





NAME 
ADDRESS 
CITY STATE 


THE REYBURN MANUFACTURING CoO., INC. 


CHICAGO—1100 SO. WABASH PHILADELPHIA, PA. NEW YORK—8 WEST 36th ST. 
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Cleveland Christmas Party 
Has Martial Atmosphere 


Display 





Club's Christmas 


evening, 


The Cleveland 
was held Saturday 
successful in the his- 





Decembe1 





party 





> 


13, and was the most 
organization. A total of nearly) 
300 displaymen and guests assembled for the 







torv of the 






occasion 

The party was held 
Hotel Allerton, 
patriotic motif in tune with the 
the niches at the top of the pillars around 
placed spotlighted flag-flyers 





in the ball room of the 







which was decorated in a 





times In 






the room were 





ind in the center of the hall was an immense 
When the 
turned on it was a most 
rounds of ap- 







festivities started 





\merican flag. 
ind the 
lmpressive 









lights were 





sight and evoked 





plause 





salute to the colors by 
Manila C 


and the 


Phen followed thi 





amp, United 


group sing 


Louis Barnekow, oi 
Spanish War Veterans, 
ing of the national anthem 

\fter a delightful dinner, 






Ed A. Osterland, 









displa director, William Taylor’s Sons 
(‘ompany, and president of the club, greeted 
issembled guests He was followed by 
Nathan Silverblatt secretary DISPLAY 












The DISPLAY PARADE no. 34 





DISPLAY WORLD 


WORLD, evening, who compli- 


guest of the 


mented the organization on its fine record 
of display activity. 

The meeting was then turned over to the 
master of ceremonies, George Reiff, who 
presented an excellent floor show, followed 
by dancing and presents for everyone. An 
outstanding feature was a “black light 


dance” by Leo Gomez, ot Taylor’s display 
department. 

The event under the direction of C. 
Hf. Fadem, 


sible tor the 


was 
work was greatly 


achieved. The 


whose respon 
decora 


Michael 


Won a 


success 
tions were under the supervision of 
Dai and Joel N. Copperman, 


thanks from those 


who 
rise vote ot present 


Ray Parks Leaves 
On Display Trip 

Ray W. Parks, The Leavitt Stores Corpo- 
ration, Manchester, N. H., and first vice 
president of the 
Men. is 


International 


Display currently on a_ five-week 


“display jaunt.” No set itinerary is being 
followed, but he expects to include Wash- 
ington, Atlanta, Birmingham, and = Cinein 


nati 


—by Tony Brinker 
































































age WE ARMY IN TIME Nay WAR AND DROVE A TRUCK 
Te TEN CORRS. __. BORN IK BROOKLINE, 
hss. WW 1898, WE STOADVED es \W BOSTON AKO WROD Quire 
A FLAIR FOR CARTOONING— LATER DEVELOPED NTO 
S\GN PAINTER GETS AKicK WTOF REQAIRING WIS PUTOMORILE 






Fat aa - 
[AANKS. LARA PROUD JOWK YOUR LEGION 


(CRrewcesx WOSBY is THE AMERICAN 
LEGION. \S PAST COMMANDER OF 
WS QOST AND LEADER AND DRILL 
MASTER OF WEIR CRACK ALELE 
“s MARRIED AND WAS ONE 


SQUAD. 
DANGATE 
JOUN G: 


ws 
DISPLAY DIRECTOR, 
BROWN DURRELL CO. 


BOSTON, MASS. 
— WE WAS BEEN IN TAE DISPLAY FIELD THE 


CONSTRUCTS DISPLAYS Wace ARE. SENT To 
RETAIL CUSTOMERS FEATURING GORDON 
HOSIERY. WAG TWICE PRESIDENT OF BOSTON 
DISPLAY CLUB, AND NOW SERVING THIRD TERM 
AS DISTRICT DIRECTOR OF THE 1.A.0.M. 
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\ssociation of 


COMING UP! 


Thrift Week—January 19-24. 

Peanut Week—January 22-31. 

Hot Tea Week—January 26-31 (tenta- 
tive date). 

Annual Birthday Ball—January 30. 

Groundhog Day—February 2. 

Notion Market Week—February 2-7 
(tentative). 

Boy Scout Week—February 6-12. 

Lincoln’s Birthday—February 12. 

Defense Week—February 12-22 

Valentine’s Day—February 14. 

Cherry Week—February 15-22. 

Sew and Save Week—February 21-28. 

Washington’s Birthday—February 22. 

Save-Your-Vision Week—March 8-14. 

Spring Millinery Week—March 9-14. 

Girl Scout Birthday—March 12. 

Hobby Week—March 16-21. 

Accident and Health Week — March 
23-28. 

Baseball Week—March 28-April 4. 











Jas. B. Williams Announces 
New Mannequin Collection 

Coincident with the announcement by Jas 
I. Williams, Inec., of the 
new spring collection of custom-styled man 
nequins, comes word that the Mary 
Studios has been obliged to triple its work 


presentation of 
Brosnat 


ing space to keep up with increasing orders 
and that the custom-styling intro 
duced with outstanding success in June, 1941 
continued and expanded for the 
coming year. The Williams 
handles national distribution for the 
nan figures. 

One of the new 


service 


W ill be 
organizatior 
Bros 


group of artists collabo 


rating on the collection is Desha, whos 
fashion drawings for years have interpreted 
the  “innocent-sophisticates” known — as 


“Young New Yorkers.” Desha has su 
ceeded in embodying in her mannequins va 
that unusual feeling 
ot verve and motion. 

In addition to the 
more 


rious factors give an 


Desha_ sextette, the 


group includes a sophisticated new 


series interpreting “That New York Pet 
sonality,’ and a_=series of “Conversatio: 
Groups,” featuring new versions of the 


Exotic” mannequins which wer 


previous c lection. 


“Fashion 
presented in the 


The presentation of the spring collectios 
of Brosnan figures in the Jas. B. Williams 
showrooms, 498 Seventh avenue, New York 


City, has been directed by Eleanor Le Mairi 
and embodies many new dramatic effects 
in lighting, color, and decor. New Cyrill 


Steiner displavers are also being presented 





Joe Maharam Back 
From Southern Trip 


Joseph Maharam, president, Maharan 
Fabrice Corporation, New York City, has 
just returned from a_ three-week business 


Miami and Havana 
southern ré 
found retail 


trip to 
people at our 


and pleasure 
The number of 
amazing, he reports; he 
stores in that territory operating on display 
1941, which was 


year 


sorts iS 


budgets tully as large as 


\merica’s biggest display 
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EAL LADIES 
__ THAT REALLY 


SELL! 


MANNEQUINS THAT 
MERCHANDISE 


Mileos new 1942 family of attractive 
merchandising mannequins is on 
display! The complete family of 
mannequins that SELL! Men, women, 
Misses, Juniors, Teenage and all types 
of children. When in New York be 
sure to visit Mileo’s Studio—-see the 
mannequins on display just as they 
will appear in your own show windows. 
REMEMBER, when you buy from 
Mileo you buy direct from the 
manufacturer—save the middleman’s 








Contras 


for the displayman, is just around 
and 
always new but always the same. 


Spring 


the corner, with its delicate colors 
shades, 

The fall promotions followed by the holi 
day rush have occupied our time and energy, 
but that liited 


beginning to over the 


burden has been and we're 


mull new season's 
ideas. 


The 


must be 


display department and card = shop 


ahead of the and 
have the spring windows, the display themes, 


seasons should 


and the cards planned and the executions 
begun long before the breezes start to warm 
up a bit 

\nd 


binations, 


with spring comes the pastel com 


for they're the popular motif for 
our windows, interiors and show cards. 
However, | have planned my spring show 
cards in deeper tones—canary yellow and 
shown 


The 


and the 


medium green card stock, as 
in the accompanying 


Is the 


spring 


illustration. vel- 


lettering surface green 
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Cards And Windows 


By R. K. PUGH 
Abdalla's, Opelousas, La. 


is the central background. This, I believe, 
will break the monotony of the display and 
will also allow me to use the lighter pastels 
for the window backgrounds and props. 

than 
found in spring show cards is 
should be 


My reason for using deeper tones 
are usually 
that there 


condition 


a definite contrasting 
(not a conflict) between the show 
card, background, props and merchandise. 
Realizing that pastels have carried off top 
honors for decades as the most acceptable 
there is 
this 
this 
card 


color combinations, often 
parts to 
phasis to an undue extreme. By 
ment | that the 


proper display when not 


spring 


a tendency on our Carry emi- 


state- 
loses its 


by 


mean show 


value assisted 
the much-needed deeper shades. Spring is 
the delicate season... and most displaymen 
treat it as treatment 
is not a legitimate reason for losing or de- 
creasing the usual zip of the card and the 
window. 


such. But a delicate 


new ideas fora , 
ay outdoor \ife / 





242s 


Packie! Jersey Dress 
Ready-to-Wear 





I speak not for the card alone, but tor th 
display emphasis—for that is the functio 
of the card. 
stop to realize what a stereotyped effect ca 
be obtained from overdoing pastels. I thin! 
that if you plan to use pastels as a back 
ground for displays you should in turn us 


It is quite obvious when yo 


deeper shades for your cards, or vice-versa 

Thus the display will have a satisfactor 
contrast and the 
usual and necessary 


show card will have it 


sales value. 


New Showrooms 
For Display Mart 
Mart, 


located in its new 


24th New 


Manutacturers Inc., has 
announced that it 
showrooms at 149 
York ‘Gity,, J). MM: manager, states 
that the supplying all 
needs will be continued on a larger scal 


Display 
is now 
West 


Lesser, 


street, 


policy ot display 
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‘Color For Confidence" 
I; N. R. D. G. A. Keynote 


Reflecting the spirit of the times, the Na- 
ional Retail Dry Goods Association's spring 
color card stresses “color for confidence, 
color to stimulate courage, color for brav- 
ery,’ adding that “this is the incentive that 
will make women buy clothes this coming 
year. The place of bright colors in the 1942 
picture is indicated by their wide use not 
only for sports and formal wear, but for all 
types of costume. This spring's color offer- 
ings emphasize the fact that bright colors 
do not need to be brash or vulgar.” 

Bright colors, the new pastels and neutrals 
are the three color classifications appearing 
in the N. R. D. G. A. spring card. The pas- 
tels which are the present volume colors 
show their white or off-white influence and 
are a little stronger in intensity than the 
pastels which have been seen. The strong 
colors are evidenced in bright shades of 
green, red, and blue. 


RIP Studio Announces 
Attractive New Features 

An unusual series of six three-dimensional 
display panels, in 107-by-107-inch size, is 
being presented by RIP Studio, 15 East 22nd 
street, New York City. Said to be out- 
standing in craftsmanship and low price, the 
feature Valentine’s day, 
“Spring Bouquet,” and the like. A folder, 
available on request, shows and describes 


panels Easter, 


the panels in detail. Also announced by the 
firm is a seamless display paper, 107 inches 
by 18 feet, called “Flower Bouquet,” done 
in three silk-screened colors on basic colors 
of blue, green, yellow, or pink. An exclu- 
sive design of RIP Studio, the paper is not 
sold through jobbers; 


the panels mentioned above. 


the same applies. to 


"Largest Photo-Mural" 
Sells Defense Story 

What is said to be the largest pheto-mural 
in the world has been erected on the east 
wall of the Grand Central terminal, New 
York City, by the Ivel Corporation, of the 
same city. As high as a ten-story building, 
the mural asks the public to purchase de- 
fense bonds and stamps. Several martial 
scenes are included in the montage effect. 
Leaves Display Field 
For Air Force 

\lvin A. Feinstein, formerly in charge of 
display for Jo-Ann’s, Brandon, Manitoba, 
Canada, has resigned in order to join the 
Royal Canadian Air Force. 


Empire Display 
Discontinued 

The Empire Display Company, 227 West 
I7th street, New York City, has gone out 
of business, due to the calling for army 


duty of H. C. Gross, owner. 








DISPLAY WORLD is anxious to 
obtain as many as possible of display 
photographs with a patriotic motif— 
particularly as applying to victory, 
defense programs, civilian defense, and 
the like. 
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For Immediate Delivery 


A Spotlight of 
Exceptional Quality 


at a real 





THE NEW 


@Takes 500 to 750 watt lamp 
@6" heat resisting Fresnel lens 
@Clear, even field and soft edge 
@Focuses 2' spot to 12' flood 

@ Gives 33,000 candlepower beam 
@Front hinged for lamp access 





Down-T0-EARTH Price / 


“FRESNEL DRAMASPOT™ 


12 OUTSTANDING FEATURES 


Manufactured solely by 


DISPLAY STAGE LIGHTING CO. 


254 West 47th Street, New York, N. Y. 


e@Welded all-steel construction 
@Full ventilation on four sides 
e@Swivels on spring tension pivots 
e@Compact, substantial design 
@Base or pipe clamp mounting 


@Baked black wrinkle finish 


47 


014 9.95 


ORDER TODAY 
AT PRESENT PRICES! 


Or write now for complete 
descriptive literature 


UNCONDITIONALLY 
GUARANTEED 














FOR SAMPLE SWATCHES 


BRAND NEW FOR SPRING! 


Rush Sa 
Crescent 


Name____— 


Address. 





Columbus Coated 
Fabrics Corporation 
Dept. D-12, Columbus, Ohio 

mple folder showing swatches of 
Satin-Glo in full range of colors. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS ———_—_s 















—Newest sales promotior 
piece distributed to the trad« 
by Carstairs Brothers is thi 
seal statuette. Made in hal: 
relief from Kingite, the unit 
is nearly 27 inches wide. The 
seal is white, the ball red 
and the base is royal blue— 


















—One of a series of dis 
plays featuring “Cape of 
Good Hope" brandy, promi- 
nently displayed on Park 
avenue, New York City, re 
cently. The work of Samue! 
Disston for Saccone, Speed 
& Jenny, Inc., these settings 
were inspired by the O. Sog- 
low drawings used in adver- 
tising thisimported product— 


























—This display presents the 
story of fluorescent lighting 
quickly and clearly. Two ac- 
tual fluorescent lamps are 
held in such a manner that 
the shopper can't escape 
seeing them instantly. The 
shorter lamp can be illumi- 
nated while in the display. 
Created and produced for 
General Electric by Forbes 
Lithograph Company, Bos- 


ton— 





















—These life-size youngsters 
lithographed by Forbes in 
color, are being distributed 
as floor displays by Miles 
Laboratories, Inc., Elkhart 
Indiana— 














—A real merchandising jot 
for G-E "Mazda" lamps is 
done by this jumble display 
created and produced by 
Forbes. Easily set up, the 
















rae 2 unit is quickly filled and 

Buy ER & 5 f placed on the counter. Plenty 
& of area for sales messages 

SEVERAL SPARES 40 60 std THEse _ ‘a is provided and the lamps 
AT THESE re ORCHARD CRYS! AL UIShta are within easy reaching dis- 
Low pRIC 73-100 i 5 ¢ civen wry tach womcuaat 





tance of the shopper-- 






A 50% TUBE OF 


WATT 


PE CKUP NON 
om 
VW) 





—Two crystal dishes are held 
in place in this new counter 
display for Phillips’ tooth 
paste so shoppers can see 
just what they will get with 
a large tube of paste on this 
special deal. A similar dis 
play provides for a smaller 
unit of sale and the same 
story is colorfully presented 
on broadsides and window 
streamers. All items created 
and produced by Forbes for 
The Charles H. Phillips Chem 


ical Company— 
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Dept. 27 








LOWER PRICES 
for 1942 


On Our Entire Line of Wide Background Papers 
Including: VELVELUR 87° and 49°—SEAMLESS 107° 
and 81°—CLOUDTONE 86’—CRYSTALLUR 87" and 
our larger and more beautiful line of Backgrounds. Pano- 
ramas, Panels. Ribbons, ete. 


This is our contribution towards stability during the 
National Emergency. 


Write tor Catalog and Price List 


The ACE PAPER C@O., Ine. 


Display Division 
426 West Broadway. New York. N. Y. 






































42 eee display marches on! 


Our organization has grown from year to year . . . ever serving more 
of the country’s progressive retailers and displaymen. In spite of 
war conditions SIEGEL anticipates further growth because of 
advance preparations to meet your display requirements featuring 





SPECIAL NOTICE 


We are now distributors 
of the new Laminated 


RUBBERLITE Mannequins 


in women’s men’s and 
children’s models. The 
complete line is now on 
display in our New York 
showrooms. 














=> NEW LUCITE CREATIONS 
=> NEW WOOD DISPLAY UNITS 
=> NEW PLASTIC NOVELTIES 
=> NEW PRESSED CELLOPHANE 
> NEW METAL FIXTURES 


Adequate stocks insure prompt deliveries 


NAT SIEGEL sew‘ york cry 
























United States 
number of 


entrance of the 
came a 


With the 
world 
problems for the displayman. Only two will 


into the conflict 


first, the protection of 


bombing, 


be discussed here 
show windows 
ond, the proper display of the American flag. 

During the intensive air blitz on England 
one thing in particular was learned about 
the effect of bomb blast on plate glass: there 


against and sec- 


no predicting with any 
expected. Windows 
from the spot where a high 


accuracy 
only a 


is simply 
what can be 


short distance 


explosive bomb has fallen have remained 
intact while others at a considerable dis- 
tance—as much as half a mile—have been 


shattered in spite of the protective devices 
later As a result two 
have arisen on the sub- 
ject; one maintains that 
protected fairly well against bomb blast, and 


While 


to be mentioned 
schools of thought 
windows can be 


the other insists that they can not. 


there is little likelihood that stores in the 
continental United States will have to deal 
with this problem, the following outlines 


what has been done elsewhere. 

There are three connected with 
bomb blast, each having effect on structures, 
windows. The first 
upward blast 
strong air 


factors 
and consequently on 
is the terrific 
of the 
waves whose pressure diminishes as it pro- 
back 


outward and 
explosion, resulting in 
gresses Second is the rush of air 


toward the explosion to fill the vacuum cre 


ated. Third is the “earthquake,” or earth 
vibrations transmitted through the ground 
itself. Each of these three forces has its 


own damaging effect on objects, such as win 
there is no 


dows, in its path. Of course 
such thing as protecting a window from 
the particles ol the bomb itself, these 


usually averaging about an inch in diameter 
and traveling at twice the speed of a rifle 
bullet, and it is blast that this 
article deals. 

When England and France were first ex 
many display 


only with 


posed to the blitz bombings 
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Two War-Time Display Problems 


men ran strips of adhesive tape or paper 
in geometrical patterns over their windows; 
these offered no protection against blast but 
did serve to keep jagged fragments of glass 
from flying about when a bomb burst nearby. 
An eye-witness to the bombing of Rennes, 
France, reports that windqows protected by 
gummed paper cracked and broke but did 
not shatter to the extent of the unprotected 
the latter sending razor-sharp pieces 


ones 
flying down the street and causing many 
casualties. 

A device much used in England later in 


the war was the familiar double wire brace 
supporting unit resting 
in the center— 


with a four-point 
on both sides of the window 


much the same type as those used in 
American cities in the past when subway 
blasting was going on. At first it was 


thought that this would suffice against bomb 
shock, since the brace provided two wooden 
pressure distributors, one for each side of 
position by 


the glass, held in a central 
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diagonal straining wires firmly fastened 
stout screw-eyes fixed to the window franie 
or plugged into the wall of the buildi: 
itself. This device was highly advertised 
and many were installed. 

However, the English magazine “Displa 
reported: “A commercial area which was 
recently bombed shows results which a 
typical of all others. Approaching this area 
from one direction, no windows wer 
broken; in the opposite direction windows 
were broken for a considerable distance 
and of course in the immediate area where 
the bomb burst. This shows the ‘freak’ 
nature of blast, how it is devastating in one 
direction and harmless in another. Those 
windows close to the explosion which wer 
protected by paper strips and curtaining 
stood up well; the although often 
shattered, prevented flying. | 
was curious to see how the window 
and found evidence 
away and in the next 


7Q 


glass, 


was from 
brace 
would behave, 


little distance 


system 
some 





street to the explosion where several win- 
dows in one front treated. Of 
these, two small windows were completely 
shattered and the window braces were hang- 
ing limply across the empty space. Within 
a few yards windows which had no pro- 
tection, and some which had paper strips, 
had not been affected; also there were such 
windows which had been blown out. 
“From these tests under actual war con- 
ditions there is little doubt that these de- 
vices have failed to prevent the breakages 
referred to. It might be advanced on the 
other hand that they have prevented other 
windows from breaking. It is more than 
likely that available 


were so 


such evidence as is 
—Two military theme displays used recently 
by Frank Splan, R. H. White Company, Boston, 
are pictured here. Stores throughout the coun- 
try will be using more and more windows with 
a martial atmosphere as the war goes on, and 
it is quite likely that a government bureauv may 
be set up for the dissemination of national 
display propaganda as has been done in other 
countries. . . . (Photographs by courtesy of 
Korrect-Way Display Products, St. Louis)— 
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SCHACK 


presents 


PAPER SCULPTURE 


(@}eX- Moy Mi el-Meolbboel-yvolel-Mel-aimlelolblepelicmoel-ya-Je 
fo} ol=fo M Co) Mele msjoyabele Morelos) i beeteel-) mM @xotod lolem 


SEND FOR YOUR COPY TODAY 


Paper Sculpture 
PAPER SCULPTURE 


Easter Trims PALM TREE 


Valentine Designs Heavy paper cutouts 

Patriotic Ideas sod geel-te MMos col tbele Me MB elotitt zed | 
LY -- a bab be) SMM DI-Seelolbbet iodo) (-) 
Yo a 'f-1- No) MM oC-Lo a: ams Co) Co (=o | 
paper on wire stems. Tree 
TE -1-) ab bo WB 0) bau olole MM ole t-1-m 
May be had in any color 
Spring desired. Height 8 feet over- 

Summer od) PR) ) To Co ME. IM (-1-) A 


Wedding round. 
No. 8375 NYA By AME -To (od 6 





Beach-Wear 


THE SCHACK ARTIFICIAL FLOWER COMPANY - 319 West Van Buren Street - Chicago 








braces during the past few months—the cost this time was a specially laminated film the flag by other methods of display, su 








proves nothing. Blast acts so strangely that of Dickens’ time—much like the effects pro In war time this takes on added importance 
while its full effect is wrought on one win- duced in the United States during the past and the resentment of the public at its 







































dow, that next to it suffers no stress. In an several Christmas seasons by dividing larg¢ improper use is accordingly increased. The 
interview, the distributors of the window windows into small ones by means of tape following rules have the approval of th 
brace told us that everything depends on It was found that the smaller panes wer: United States government 


way the wire is fixed.” better able to take the effects of bomb blast The flag may be displayed daily or as 
This was followed up the following month and even if some were smashed, not all often as desired, with special reference t 
with another report after London had expe would be affected even under very bad con all holidays; those suggested by the govern 
rienced some of the heaviest raids of the ditions. Many merchants in England had ment are: New Year’s day; Lincoln's birt! 
war: “Our remarks to the effect that win very pleasing designs worked out in paint on day; Washington's birthday; Easter Sun 
dow braces had not prevented the breaking the wooden “hoardings” used to diminish day; Jefferson's birthday, April 13; Mother's 
f windows has now been proved many the size of the windows, employing display day; National Maritime day, May 22 
times over. Plate glass in whole fronts in studio artists for the work. <A few firms Memorial day; Flag day, June 14; Inde 
the West End of London which were fitted gave up window display entirely, as such, pendence day; Labor day; Gold Star Moth 
with window braces have completely col replacing each window with a shallow dis ers’ day, last Sunday in September; Colum 
lapsed under the stress of blast. Tens of play frame in which posters, photographs, bus day, October 12; Armistice day; Thanks 
thousands of pounds have been spent by and lettering gave a semblance of display. giving day, and Christmas day 
retailers on equipping their windows with One of the many products offered during \ttempts to “improve” the appearance of 


at times has worked out as high as £3 per for replacing glass. This was called “1200 as fastening it to a rosette or using it as 
window.” grade thickness cellophane” and it was used draping, are lacking in respect 

\bout this time a shatter-resisting process to replace small windows. Said to be the Whether indoors or out, the flag should 
Was introduced and was said to be com thickest cellophane produced, it was in not be festooned over doorways or arches 
paratively successful under severe raid con stalled with a special glazing compound _ tied in a bow-knot, or otherwise employed in 
ditions. The process combined transparent and varnished on both sides in order to a purely decorative mannet For these 


hesive tape and varnish and while it did withstand the weather purposes, bunting of the national colors 


prevent windows from being blown out, The final bulletin issued on this subject is more appropriate and, since the blue unior 
did prevent shattering much more than by the research department of the Ministry is the flag’s honor point, the bunting should 
former paper and adhesive strips. of Home Security stated that no method be arranged with that color uppermost. 
Everything considered, the best way of had yet been discovered of materially in- \t unveiling ceremonies the national flag 
lIding down display window damage was creasing the resistance of glass to blast. should form a distinctive feature of the 
boarding up much of the window space’ It went on to suggest damaged windows be program, but should not be used as a cover 
converting the display area left into replaced by some flexible substitute so that ing for the statue. 
iller panes, or into small single-glass if again subjected to blast it would be When the flag becomes soiled, it may be 
s for smaller units of display. The harmlessly dislodged and readily replaced. laundered with propriety. 
division of the space resulted in English The second problem to be taken up here When flags of states or cities or pennants 


s taking on the appearance of those’ is that of the proper display of the flag [Continued on page 77] 

















VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK, N. Y. 
PLAZA 3-5968 


Complete 
photographic files 
Studio Still Lifes 
Reprints 


always available 


at moderate prices 


Window 
and Interior Display 
Service for Department 


Stores and Specialty 


Shops — mailed weekly 


Complete 
information and samples 


sent on request 
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EVEN IN THIS 
FRIENDLY TAVERN 
THERE MAY BE 
EMEMY EARS 


STOP LOOSE TALK - RUMORS 


an enemy ear 
may be near- 


loose tath to 
aa ail sihte / are alert 
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LOOSE TALK 
to STRANGERS 


enemy ears 


STRANGER 


—Posters cautioning men to avoid loose talk that may give information to the enemy are 

going up in taverns all over the country as fast as they can be distributed by the field men of 

Seagram-Distillers Corporation. The posters are 22 by 28 inches; two are lithographed in four 

colors, two others in three colors. The only reference to the sponsor is a small line at the 

bottom, stating: "This poster is published by the House of Seagram as part of its contribution 
to the national victory effort’ — 


Haecker Leaves Ward's; 
Joins W. T. Grant 


Announcement has been made of the resig- 
nation of Carl V. Haecker as national dis- 
play manager for Montgomery Ward & Co., 
Chicago, in order to accept the position of 
assistant director of sales promotion for 
W. T. Grant Company. During his ten 
years of supervising display for Ward’s 


| chain of 650 stores, Haecker built up the 


organization’s display department until it 
is now one of the best in the country. He 
brought to display a real merchandising 
angle and gave it a coordinated part in the 
promotion plan. 

In his new position with Grant's, Carl will 
be responsible for the development, in both 
windows and interior, of display of a dis- 
tinctive nature and for creating selling ideas 
in connection with merchandise presentation. 

Haecker has been very active in display 
for many years, having served as president 
of the Chicago Display Club and in a similar 
capacity for the International Association 
of Display Men. He is a speaker on the 
speaker's bureau of the Advertising Asso- 
ciation of America and has addressed many 
business organizations in all lines. His 
many friends, both at Ward's and through- 
out the field, wish for him the best of suc- 


Cess. 


Ault Now Heads 
Baltimore Club 

\t the December meeting of the Display 
Guild of Baltimore, Carl Ault, Hecht’s Re- 
liable, was elected president of the organi- 
zation. Other officers appointed were 
Charles E. Lenhart, Hochschild, Kohn & Co., 
vice-president; Milton J. Hartman, Solo- 
man's, secretary, and John E. Bonnett, Hecht 
Brothers, treasurer. 

The meeting was held at the home of 
Milton Hartman, and those attending en- 
joyed a buffet supper. 
the annual club party to be held the latter 


| part of January, and H. A. Hawkins, Schleis- 


ner Company, was made chairman of the 


| committee on arrangements. He will be 
| assisted by Charles E. 
| Bernard Stang, Rosenthall’s. 


Delker, Blum’s, and 


Plans were made for 


Harry Peake Wins 


"Flexees'' Contest 

First prize of $200 in the “Flexees” foun 
dation garment display contest has been 
awarded to Harry D. Peake, assistant dis 
play manager, Hochschild, Kohn Company, 
Baltimore. Two second prizes of $100 each 
went to Frank G. Bingham, Robertson 
Brothers, South Bend, and William Egreth, 
Bowman & Co., Harrisburg, Pa. Seventy 
five dollars each went to Joe F. Bronsing, 
Bry Block Mercantile Company, Memphis; 
W. Arthur Gray, Lansburgh & Brother, 
Washington, and S. E. Thompson, Sibley, 
Lindsay & Curr Company, Rochester, N. Y 

Others to win prizes were as_ follows 
fourth place and $50 each, Francis J. Mc 
Donald, Wm. Filene’s Sons Company, Wel 
lesly, Mass.; George Bengel, Jr., Parsons 
Souders Company, Clarksburg, W. Va.; 
William J. Gauthier, Pariseau’s, Inc., Man 
chester, N. H.; J. E. Vent, Rike-Kumler 
Company, Dayton, Ohio. Fifth prize and 
$25 each: Edward Holmes, Auerbach Com 
pany, Salt Lake City; G. F. Tibbetts, Forbes 
& Wallace, Springfield, Mass.; A. N. Wal 
dron, Frederick Loeser & Co., Brooklyn; W 
S. Klein, Richards Store Company, Miami; 
J. S. Graham, Yowell Drew Company, Or 
lando, Fla. 

Sixth place and $5 each: Paul W. Greil, 
Brooks Fashion Store, Peoria; Meta Blumer, 
Dorothy Shop, Tulsa; E. D. Whitfield, The 
Emporium, Jackson, Miss.; Tom _ Bradey, 
Field’s, Jackson Heights, N. Y.; D. Weaver, 
Fowler, Dick & Walker, Binghamton, N. Y.; 
Vern Wilson, Giddings, Inc., Colorado 
Springs; Harley Hammerschmidt, Hill 
Brothers, Sheboygan, Wis.; M. Stapleton, 
Joslin Dry Goods Company, Denver; Wil 
liam Mason, The McAlpin Company, Cin 
cinnati; C. C. Spence, Sanger Brothers, 
Dallas. 


Rothschild Appoints 
Display Head 

Formerly of Selber Brothers, Shreveport, 
La., John Miller has accepted the position 
of display manager for Rothschild & Sons, 
Kansas City, Mo. He succeeds Don Kester 
who resigned to join a Detroit firm a short 
time ago. Miller's place with Selber’s has 
been filled by Robert F. Davis. 
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Ugo Mochi To Design 
For Marquardt 

Howard F. Harter, sales manager of the 
lisplay paper division of Marquardt & Co., 
75 Spring street, New York City, announces 
that the firm has signed Ugo Mochi, world- 
famous silhouette artist, to design three- 
dimensional displays exclusively for Mar- 
quardt. 

Mochi has had an extremely interesting 
career, beginning as a boy when in Italy 
he studied to become a sculptor and then 
finally turned instead to the simple medium 
of knife and paper. Regarded as the great- 
est living silhouette artist, he has had ex- 
amples of his work purchased by Queen 
Mary, the Medici palace near Florence, the 
ex-king of Portugal, the Duke of York, and 
many other personages. An_ illuminated 
transparent tapestry which Mochi executed 
for the Hotel St. Regis, and which was later 
purchased for a private collection, is valued 
at $100,000. Mochi has been a resident of 
the United States for the past nine vears. 


Charles T. Vetter Rejoins 


Jas. B. Williams, Inc. 

Charles T. Vetter, for many years Eastern 
sales representative of Jas. B. Williams, 
Inc., 498 Seventh avenue, New York City, 
has rejoined that organization after a six- 
month absence during which time he acted 
as sales manager for Vazah, Ine. 

Vetter has been in the display business 
for twenty-five years. At one time he was 
representative for the French Wax Figure 
Company, Milwaukee. In 1925, with three 
associates, he organized the Milwaukee 
Form & Figure Company. After seven years 
he relinquished his interest in that com- 
pany to take charge of sales in the East 
and Middle West for W. M. Zeppen-Field 
Studios, and later took on the selling of 
Cyrille Steiner Studio fixtures. When the 
national distribution of Steiner fixtures was 
taken over by Jas. B. Williams, Inc., in 
1938 Vetter joined that organization. He 
was a lieutenant in the field artillery during 


the first World War. 


Decorators Install 
Window Displays 

A special feature in conjunction with the 
eleventh annual conference of the American 
Institute of Decorators, held in Chicago on 
January 15, was a window display competi- 
tion in which twenty-seven prominent. spe- 
cialty shops along Michigan avenue and in 
the Loop turned over their windows to the 
decorators. Many dramatic and unusual 
effects were worked out by members of the 
Institute, with the displays making the pub- 
lic decorator-conscious at the same time the 
merchandise of each shop was featured. 

Perhaps typical of the displays is that of 
\rthur Beverly, who designed three win- 
dows for Blum’s North in classic simplicity 
with dark green walls and beige pilasters of 
wallpaper to form the background. Against 
this he used pickled pine woodwork and fine 
lurniture pieces. In one small window he 
used dark green Chinese panels with a de- 
sign of trees and fence in beige as a fea- 
ture, against which the light, delicate shades 
lingerie showed up well. 
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SAVE ...MAN HOURS 
MATERIALS 
Needed for Defense 


MITTEN'S LETTERS—Beautiful, full-bodied, high relief letters are usable 
again and again, retaining that fresh look at each appearance. No need 
to spend time laying out, sawing out, finishing, etc. MITTEN'S LETTERS 
are ready to use. Cost less than wood letters of same depth of relief 
and degree of finish. 


MITTEN'S LETTERS Are Ready to Go to Work for You! 


See your favorite dealer or write to 


MITTEN’S DISPLAY LETTERS 


REDLANDS, CALIFORNIA 


Distributors—LOR SALES CO., 460 E. 3rd St., Los Angeles, Calif. 
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Wh Present 
Ct your —tppre val 


in a selection of Smart Spring 
pastels: Atmosphere Blue — 
Mist Gray — Persian Lime — 
Forsythia Yellow—Terra Cotta 
and National Blue and White. 


To the few who have not 
been introduced —GRECIAN- 
MOLD is a precision designed 
— semi-rigid display back- 
ground for QUICK installation. 


Sheet size is 9 ft. high x 10 ft. 
long and consists of vertical 
flutes 4’ in. wide x 1% in. 
deep. 


Both front and back sheets 
are made of Heavy Material 

Crests are individually 
re-enforced. 


Designs available are Spin- 
neret 


Milky Way —all-over 
Dogwood and Landscape. 


Spinneret and Milky Way 
processed in your choice of 
color. 


Priced at $8.95 per sheet 
plain and $10.95 per sheet 
processed. 


PROMOTION DISPLAYS, Inc. 
23 East 21st Street - New York, N.Y. 


Available at your local 
display dealer 


DISPLAY WORLD 


Yarn Display Contests’ 
Prizes Awarded 


Cash prizes have been sent to winners of 
the annual window display contest conducted 
by the makers of “Bear Brand” and “Bucilla” 
varns. A check for $100 was won_ by 
John Luzader, Watts-Sartor-Lear Company, 
Clarksburg, W. Va. Second prize went to 
Everett W. Quintrell, The Elder & Johnston 
Company, Dayton. Third place was won 
by Joe Di Maio, Younker Brothers, Des 
Moines. 

The judges were Victor W. Sebastian, 
New York City representative of DISPLAY 
WORLD; Adeline 
partment Store Economist, and Abe Feder, 
lighting consultant. The same judges also 
served for the contest sponsored by the 
manufacturer of “Fleisher” yarns, in which 
the $100 first prize was won by Orville Mc- 
Cray, The May Company, Denver. Second 
place went to George H. Wagner, J. L. Bran- 
deis & Co., Omaha, and third prize to Roger 
Ewing, J. W. Knapp Company, Lansing. 


Padway, editor, De- 


Wooten Now In Charge 
Of Street's Construction 

Claude Delo Adams, display director for 
Street’s, Oklahoma City, announces that 
Mitchell Wooten, for the past six months 
with the store’s display department, has been 
placed in charge of the construction depart- 
ment. Adams and his wife, Edna Anderson, 
who is also his first assistant, recently re- 
turned from an extensive buying tour of the 
East 


"Visualize Substitutes’ 


For Display Use 

Carlo, Inc., 220 Fifth avenue, New York 
City, has worked out a system of small show 
case displays in which “substitute” display 
materials are employed, in order to enable 
the firm’s customers to visualize more read- 
ily how satisfactorily such substitutes can 
take the place of materials needed for the 
war effort. Ray Lippert was recently ap- 
pointed head of Carlo’s display supplies de 
partment 
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Jimmie Poitras Carries Off 
Top Prize In Contest 


Awards were recently made for the win 
ning displays in a contest making a tie-u; 
with the motion picture, “Harmon of Michi 
gan.” First place and $50 went to T. Jimmi 
Poitras, Morley Brothers, Saginaw, Micl 
Second prize, $25, was won by E. R. Va: 
Dervoort, Van Dervoort Hardware Com 
pany, Lansing. Mrs. Carl J. Nemetz, Tl 
Sport Shop, Greenwich, Conn., won thir 
prize, and five awards of $10 each went t 
the following: Earl Overstreet, Phillip’ 
Brothers, Lynchburg, Va.; Paul Lubber 
Recreation Equipment Company, Spring 
field, Ohio; Joseph B. Kozak, Babcock 
Hinds & Underwood, Inc., Binghamto1 
N. Y.; Goebel & Brown, Grand Rapids, an 
Bill Jones Sporting Goods Company, Utica 


New York. 


Laminating Process 


Has Display Use 

Of especial interest to producers and users 
of displays in quantity is a new transparent 
pressure-sealing type of laminating film 
called “Filmonize.” The material, which 
requires neither heat nor added adhesive 
agents for its lamination, provides the prod- 
uct to which it is laminated with a brilliant 
and durable surface that is actually a part 
of the stock itself. No special skill is re- 
quired for the process, it is said. Details 
can be obtained from International Plastic 
Corporation, Morristown, N. J. 


Rohm & Haas Issues 
"Fabricating Manual" 

A highly interesting 48-page manual de 
scribing in detail the fabricating of “Plexi 
glas” has just been released by Rohm & 
Haas, Washington square, Philadelphia. 
Complete details for handling the plastic 
are given, including storing, unmasking, 
forming, scribing, machining, cementing, 
cleaning, finishing, and repairing and patch- 
ing. Copies of the valuable little booklet 
can be obtained on request to the address 
given above. 


—tThis lovely Southern resort wear display is the work of William Arinow, The John Shillito Com- 

pany, Cincinnati. The background wall was of white stucco, with a black iron gate in the 

center. Huge palm trees and cacti completed the setting. Parakeet green and Passion Flower 
red were the leading colors of the merchandise— 
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Why your Red Cross urgently needs 


FIFTY MILLION DOLLARS, NOW 


How the fund is allocated .. . 





' 
° ° 
7 What it does in service 
a 
Every dollar that you give now to your Red Cross marches into the thick 
of things where humanitarian help is needed most—up to the fronts and 
battle stations where the fighting is heaviest. Into the Red Cross hospitals 
and First Aid units where prompt medical attention and supplies may 
- save innumerable lives. And throughout our broad land to train and 
t equip volunteers to meet any emergency that may strike. 
m 


How the $50,000,000 
: War Fund is Used 


s SERVICE TO THE ARMED FORCES . . . . . . ) .«/ ~$25.000.000 


Provides for the care, welfare and morale of the Army and Navy. including services to 

men in hospitals and during convalescence. @ Provides an important link between the 

service men and their families; keeps the families from breaking up, supplies food, 

shelter, medicine, and even jobs where necessary. @ Provides essential medical and 

other supplies outside of standard Government equipment. @ Operates Red Cross head- 

quarters at camps and naval stations. @ Enrolls blood donors and medical technologists 
i for Army and Navy needs. @ Provides millions of surgical dressings, sweaters, socks, 
& etc., through volunteer workers. 


DISASTER AND CIVILIAN EMERGENCY RELIEF . . $10,000,000 


Supplies emergency needs for food, clothing. shelter and medical attention for disaster 
victims. @ Assists stricken families in repair of homes and other adjustments; provides 
et minimum reserves of essential relief supplies to prevent unnecessary delays. 


CIVILIAN DEFENSE SERVICES ........ 


Trains volunteers for home nursing and nurses’ aides. @ Trains nurses, men and women, 
for active duty with the Army and Navy. @ Trains volunteers in First Aid and accident 
prevention. @ Trains volunteers for work in Motor Corps. Canteen and Production. @ 
Instruets men, women and children in preparedness against explosive and incendiary 
bombs. @ Organizes for evacuation of children and their families from stricken areas. 
@ Assists Red Cross Chapters in establishing effective coordination of emergency relief 
with local and State defense authorities. 


> 5.000.000 


of 


SERVICE AND ASSISTANCE THROUGH CHAPTERS . $ 4.000.000 
Gives assistance and service to the 3.740 Red Cross Chapters with their 6.131 Branches 

responsible for local Red Cross activities, particularly welfare work among the service 

men and their families. 

OTHER ACTIVITIES AND CONTINGENCIES . . . . $3 6,000,000 


Provides for unforeseen expansions in program and for new activities made necessary 
by unexpected developments. 
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THE AMERICAN RED CROSS $50,000,000 WAR FUND 


Note to Red Cross Canvassers: Use this material to better 
inform contributors how their donations are being expended. 
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Think this over 





This is the month when I always look for- 
and 
articles written by the members of my pro- 
fession in the DISPLAY WORLD. It seems 
harder for me tonight to write this column 
than it did the first sent in to 
the January Review years ago. 

The reason for this is simple: our country 
You can not sit down and 
dash off a few lines such as: “Display 
is going forward this year, business will be 
good and perhaps better than last year, if 
At the beginning 
our families, our 
our liberty, and 

Merely talking 
about the things that 
were vital to our success in display seems 


ward to reading the many comments 


comments | 
many 
Is at 


War. now 


we get bigger budgets.” 
of this year our lives, 


friends, our possessions, 


our freedom is at. stake. 
or trying to write 
so small in comparison now that one feels 
like running away at the mere thought of it. 

We all liked the fighting words of Presi- 
dent Roosevelt in his message to Congress 
“The militarists in Berlin 
and Tokio started this war. But the massed, 
humanity will 


on January 6: 
angered forces ot 
finish it.” 

Still othe minds. 
What part will the display profession play 
in this all-out job of the kind of a 
Will our display 
Will women take 
duration and those of us too 
old to fight on the battle fronts in this vast 
theatre of moved to the factories : 
Will display merchandising be handed down 
to the ones left in the stores after the able- 


common 


questions sweep our 
having 
world we want to live in? 
jobs become unimportant ? 
over for the 


war be 


active display managers and display assist 
ants are called to the many 
this entire staff 
will be called out, leaving only the untried 
with the 


service? In 


stores means the display 


and inexperienced to cope prob 
lems of display. 


Yes, the 


country 


great! Our 
The display profession 
from the humblest in the cross-road village 


Store 


challenge here is 


comes first. 


to the mightiest on the great avenues 
that challenge with the finest 
We of the display profession 
with fighting 
have been doing it for years trying to build 
up this profession and our commanders will 
not find us wanting in any duty we are or- 
dered to fulfill, be it in the lines of actual 
hattle, in the factories at the machines, o1 
just doing our jobs well at home. 

One of the three will fall to the lot. of 
all of us and with each one lies tremendous 
responsibilities 


will answer 
fighting spirit 


are acquainted because we 


The third, doing our jobs 
home, as I said in the beginning, 
small now. that like 
running away at the mere thought of it, but 
that 1s where i 


well at 


seems so one feels 


each of us is wrong. 


By FRANK G. BINGHAM = 


Doing our jobs well in the display pro- 
fession is vastly important in the final out- 
come of this uplifting of mankind. Those 
of us whose fortune lies in staying at home 
and carrying on our daily tasks have under- 
taken a great responsibility too—vyes, an 
obligation—to our fellow displaymen who 
are picked to actively engage the enemy 
or polish a propeller to perfection. 

We have a triple responsibility. First, a 
responsibility to our customers. We must 
keep on presenting the merchandise for them 
to see because with the rising market and 
substitution of materials, each customer 
now will be more interested in the actual 
product at the point-of-sale. Second, a 
responsibility to the entire community in 
which we live. We must install displays 
from time to time to support our govern- 
ment and our worthy causes. This is vital 
to community morale, which when added up 
means national morale. Third, a responsi- 
bility to keep the light of display burning, 
come what may, so that when the job is 
finished and our fellow-men come eagerly 
take up the profession they left 
in our hands, it will have improved during 
the duration and they will turn to us with 
hands out-stretched in a friendly grasp and 
previously will said to 


“Well done!” 


home to 


Say, aS we have 


them: 


Milwaukee Club 
To Elect 


At the December meeting of the Milwau- 
kee Display Club, held at the Hotel Pfister, 
the featured speaker was Karl Brocken, rep- 
resentative of the Brooks-Stevens Company, 
who spoke on “Plas- 
tics.” A questions and answers session on 
the same subject followed his talk. 

The following individuals have been 
named by a nominating committee, and the 
club’s annual will be held at the 
next meeting: for president, Clinton Clark, 
The Boston Store, William Ballard, J. C. 
Penney Company; Oren Larsen, Gimbel 
Brothers. For vice-president, Ed Wussow, 
Schuster’s, Elmer Gauthier, also of Schus- 
Herman Henkel, Smartwear-Emma 
Lange, Inc. For second vice-president, Wal- 
ter Vanselow, Sears Roebuck & Co.; Walter 
\rmond, Schuster’s; George Lane, The Bos- 
ton Store. For secretary, William Owens, 
Smartwear-Emma Lange, Phil Weidig, Ros- 
Dave Seelig, Princess Pat. For 
treasurer, John Schalaeger, Schuster’s; Mi- 
chael Kutil, Fritzels; Bob Miller, Wiscon- 
sin Electric Power Company. 

The nominating committee is 
of Jack Fleming, chairman, 


industrial designers, 


election 


ter’s . 


enberg’s ; 


composed 
Hartwig Stu- 


JANUARY, 1942 


Inc.; John Randa, Niss Furniture 
Company, and Gene Banaczek, Bitker-Ger- 
ner Company. 


dios, 





Greggory, Inc., Chicago, 
Now In Own Building 

Greggory, Inc., Chicago, announces its re- 
moval to the firm’s own two-story, fire-proof 
modern industrial building which will pro- 
vide larger quarters and greatly improve 
production facilities. It is located at 2929 
South Wabash avenue, a_ short distance 
from the heart of the city. 

Eleven years ago Greggory, Inc., con- 
sisted of one man, G. G. Gottlieb, operating 
from a small one-room office. Two years 
later additional office and showroom space 
was taken and three years later a necessary 
expansion move was made to the occupancy 
of an entire loft floor. Another two years 
under Gottlieb, president, and R. C. Heimer- 
dinger, vice-president in charge of opera- 
tions, and still another move was made to 
a five-story building at 8 East Kinzie street. 

The new building is lighted from all four 
with skylights on the second floor, 
has concrete floors, sample office and show- 
area, a large loading and _ parking 
space in the rear, and contains the second 
largest freight elevator in Chicago. Spa- 
cious showrooms, sample rooms, and refer- 
ence rooms are included. 

The new display line of Greggory is now 
ready for delivery and is shown in a spring 
and summer catalogue, available to all re- 
questing it at the address given above. 


sides, 


room 





Critical Materials Substitute 
Seen In New Product 


A new construction material, somewhat 
in the nature of a plastic, has been an- 
nounced by Designers for Industry, Inc. of 
Ohio, 426 Terminal Tower, Cleveland. Thi 
product, according to Charles H. Oppen- 
heimer, president, will solve the problem of 
many manufacturers who can not obtain 
former materials because of priorities. The 
Cleveland concern has arranged with the 
inventor of the product to handle _ the 
licensing of the rights to use the material, 
which is said to be inexpensive and can be 
pressed into sheets or molded into a wide 
variety ot forms. 

The product, known as “Excelite,” is 
made of materials which are easy to obtain 
under present circumstances. These consist 
of a major proportion of wood, wool “excel 
sior,” water, a small amount of silicate ot! 
soda, soy bean protein, and quicklime. The 
material can be molded in any density from 
4 to 50 pounds per cubic foot, depending 
on the pressure used, and can be produced 
in any form for which a mold can be made: 
it can be completed in any thickness fron 
1/16 inch to 6 inches. “Excelite,” 
to Oppenheimer, can be handled and trans- 
ported without fear of breakage, can be 
sawed, planed, or nailed, and will not swell, 
warp, or check. 


according 


Different Location 
For Central Display 

W. FE. Stroup, Central Display 
announces the removal of his firm to 1636 
S. W. 34th street, Oklahoma City. 


Service 
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Decorative Plant 
Shows New Line 
War conditions and material shortages 
have called forth increased ingenuity in 
creating an attractive new line for the 
coming seasons, according to Decorative 


Plant Company, 230 Fifth avenue, New | 


York City, but in spite of such handicaps 
the line is replete with all types of dis- 
plays, materials, accessories, and “props.” 
The traveling staff this year has been 
amplified so that more territory is being cov- 
ered. Ralph Behrisch will cover the high 
spots of the central territory, New England, 
and New York. Pennsylvania will be served 
by Sylvan Freund. Max H. Frank will 
handle the Southwest, Midwest, and Far 
West. Julius Pollock, after fifteen years 
as showroom manager of the company, will 
cover the region below the Mason-Dixon 
line. Melton S. Wallach will cover the 
region along both sides of the Mississippi. 





Unusual Service Offered 
By Max Manheim 


An innovation is offered the display field 
in “Unitrims,” by Max Manheim, 37 East 
12th street, New York City. The purpose 
of the service is said to be to place before 
display managers new ideas in the form of 
complete display units, carefully built and 
finished. Sketches are sent to prospective 
purchasers in folio form and new ideas are 
sent each month to keep pace with the sea- 
sons. 


Select Art Flower 
Changes Location 

Select Artificial Flower Company, Inc., 
has removed its showroom to larger quarters 
at 149 West 24th street, New York City. 


The extensive window and interior space 


will permit a more elaborate display of its | 


line. 


Prices Reduced On 
G-E Fluorescent Lamps 

\nother substantial reduction affecting the 
list prices of G-E “Mazda” fluorescent lamps 
has been announced by General Electric’s 
lamp department. Also announced were sub- 
stantial price reductions affecting soft white 
and colored G-E Mazda F lamps. 


Simons Wins First Prize 
In Portis Contest 

\ check for $150 has been awarded to 
Stanley Simons, Ventura Department Store, 
Ventura, Calif., as first prize in the national 
display contest conducted recently by the 
Portis Hat Company. 





Issues Catalogue 
On "Plastiktrim" 

Copies of a new catalogue devoted to 
extruded plastic mouldings, known as “Plas- 
tiktrim,” are now available from R. D. 
Werner Company, Inc., 380 Second avenue, 
New York City. 


Opens Modern Studio For 
Mannequin Refinishing 

L. M. Brenan, well known in the manne- 
quin repair field, has opened a new and mod- 
ern studio for mannequin refinishing at 6117 
Fast 10th street, Indianapolis. 


DISPLAY WORLD 57 








OPALESCENT BUBBLE PANEL 








Size:—107" x 144" 


A Recent Creation Styled to Meet Present Day Demands for a Universal Background 


COY, DISBROW & CO., INC. 


Display Material Specialists-Vq Seay Distributors 
Reg. U. S. Pat. Off. 


686 Greenwich St., New York City 228 N. LaSalle St., Chicago, Ill. 
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5 NEW SHADES 


TECHNICOLOR 


BACKGROUND DISPLAY 
AND POSTER PAPER 


The that 
you see literally wrapping up 


distinctive paper 


America from coast to coast. 


Nothing like it 
colors in rolls “36” 


over 20 popular 


inches wide. 


Sold by over 350 jobbers handling 


display, sign and artist supplies. 
Look in Your Jobber’s Catalog 


PAPER CONVERTING AND 
FINISHING CO. 
West 


1228 Kinzie St., Chicago 























PEEXOACTION 


ANIMATION UNITS 
SELDOM NEED ATTENTION 
THE CAMEL'S HUMP is a reservoir 
which permits him to go for days with- 
out food or water. And the sealed gear 
case is a reservoir which permits 
FLEXO:ACTION units to operate 
for months, or often years, without oil. 
GEARED MOTORS for all displays 
REVOLVING MECHANISMS for 
30 to 1000 Ib. turntable displays 
MERKLE-KORFF GEAR CO. 


211 N. Morgan St. Chicago, U.S. A. 


DESERT FOLIAGE 
and CACTI 


For Display and Decoration 


MUSEO DEL DESIERTO 


P. O. Box 851 Palm Springs, Calif. 











Silent Salesman 


STREAMLINE SHOW CASES 


Send for Catalog 


Detroit Show Case Co., Detroit, Mich. 














BENT BOARD FOR SPRING 


Now available in rich marble and wood- 
grain finishes in all 12 Bent Board styles. 
Write us for Complete Information 


GARRISON-WAGNER COMPANY 
Distributors 
1629 LOCUST STREET ST. LOUIS, MO. 
Chicago Showroem, 326 W. Adams Street 
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DISPLAYMEN AND 1942 DISPLAY 
[Continued from page 11] 
ager in many instances is likely to become 
Already more women have been em- 
ployed in the industry than usual and a 
great deal of difficulty has been found in 
untrained help. This new help is not gen- 
erally up to the standard of intelligence that 
it was possible to procure a year ago. This 
is due, of course, to the fact that so many 
young men are employed in national defense 
work and the majority of those that are left 
could not meet the necessary educational or 


acute. 


mechanical requirements. 


John L. King, Managing Director 
International Association of Display Men 
Washington, D. C. 

Nineteen forty-two offers display an op- 
portunity to aid in supplying the missing 
link in national defense. The wall of China 
and the Maginot line proved that material 
bulwarks are not sufficient to withstand in- 
vaders. Our defense problem starts where 
theirs showed the weakest spots. We need 
sound homes, team-work in industry, and a 
united nation behind our military forces. 

It is the duty of displaymen to see that 
the American public is with an 
understanding that will room for 
fifth columnists and sabotage. 

Display materials are apt to show 
change if priorities interfere with our manu- 
However, the ingenuity of dis 
trend for 


educated 
leave no 


some 


tacturers, 
playmen has already shown a 
South American employing other 
materials than our metals for 
their construction. This is a natural trend, 
both because of the fact that European mar 
kets are so handicapped and in view of our 
towards all nations 


motives, 
previous 


good neighbor 
of the Western hemisphere. 

[ have just advised by a display 
distributor that his business increased, dur- 


1941, 100 per 


polic \ 
been 
season of 


ing the Christmas 


fi 
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cent over that of 1940. This would in 
cate that merchants are cognizant of tl 
possibilities of increased volume throug 
display, which is lower in cost than an 
other type of advertising. It indicates als 
that not only will budgets increase becaus 
more materials will be needed to meet 
booming business, but that they will increas 
also to meet the price rises of display mat 
rials, which will naturally accompany t! 
trend of all other commodities. 
Harry R. Schoenlaub 
The Kroger Grocery & Baking Co., Cincinnat 
Watch the display field in "42 if you want 
real preparedness for bigg 
With all the prior 
there is still 
flowing 
This mone 


to see some 
sales and better profits. 
war, unrest, ¢tc., 
one very large amount of money 
throughout these United States. 
is going to buy more of your goods, if y 

are set up to take it, by using more effe: 

tive displays. 

In short, people are susceptible at present 
to buying more and better merchandise, b: 
cause of their increased earnings. But in 
their hurry it takes displays with good visi 
bility, quick registration and a convincing 
sales story to close the gap between the 
consumer and the actual purchase of the 
goods displayed. This, in my opinion, means 
telling the truth about your merchandise in 
the quickest, most dramatic, and eye-appeal 
ing display you can create, never forgetting 
that the consumer buys the merchandise 
and not the fixtures and gadgets in any dis 
play. 

As far as 1942 display 
cerned, you can increase your budget if you 


ties, social 


budgets are con 


give your company concrete evidence (in- 


creased sales) from your displays. Once 
you have shown a definite increase in sales 
from your displays, you have started th 
ball rolling for a bigger budget and it will 


pick up speed from its own momentum it 


Mdddumenkaaeenee ee 
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OL RELLYSA » 


—Above is the group at a luncheon meeting given by W. L. Stensgaard in the Rainbow lounge 
of the R. C. A. building, New York City, December 9, for Colonel Philip Reilly and A. M. C. 


display directors. 


Charles Wendel, H. Herckenroether, 


Those at the table are W. L. Stensgaard, Colonel Reilly, Findley Williams 
Adrian Delsman, 


Clinton Clark, Irene Bender, Ralph 


Mason, Joseph Manassie, Walter J. Hahn, Arthur Goodfriend, A. Dillie, William Frye, H. D 

Barber, Frank Splan, H. Googins, J. Sullivan, W. J. Enright, A. C. Thompson, Richard Maybohm 

Bill Hart, Tom Lee, Harry McCauley, R. Gallahan, O. A. Luke, Esther Lyman, Ralph A. Meyer, 

Grace Slicer, R. McDonnell, Ernest Leeker, A. Webber, Lee Henrich, R. E. Seitz, Howard 
Oehler, John Rosenberg, and Frank W. Spaeth— 
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you continue to be “dollar and sense” con- 
scious in all your displays. 
V. F. McCollum 
Davison-Paxon Company, Atlanta 

| look for a drastic change in display tech- 
nigue during 1942 due to the war. Even at 
this writing many display materials have 
disappeared from the market because of 
their use for defense. More than ever before 
displaymen will have to rely on their initia- 
tive and develop ideas from materials not 
needed for defense. This should bring out a 
new thought in display and perhaps will 
bring to the front materials heretofore 
thought useless for this work, but with a 
new type of beauty and form. 

Hal Bacon 
Sisson Brothers Welden Co., Binghamton, N. Y. 

Speaking for a store entering its one hun- 
dredth year of active retailing, in the same 
family and at the same location, we have 
never lost sight of display as a sales pro- 
ducer and more than ever in 1942 we lean 
on the windows, the weight, the importance 
and integrity that naturally go with 100 
years of business. 

We feel that the institutional value of our 
store age must be reflected in the clever 
quality of our windows. We believe the 
coordination of advertising and display can 
mean a definitely increased volume and 1942 
will see many more stores accepting this 
viewpoint—incidentally increasing the per- 
sonnel of the display world at large. 


Everett W. Quintrell 
The Elder & Johnston Company, Dayton, Ohio 
This will be a year that will go down 
in history as one that will call upon every 








man, women and child to work, make sacri- | 
fices and have the will to fight so that our | 


country may continue to enjoy the freedom 
and democracy that we have enjoyed in the 
past. 


What lies before the displaymen of this | 
country, only the future can tell. We will | 
still have budgets that will enable us to | 


keep our windows and interior displays at- 
tractive and appealing to the customer, but 
we will have to forego many of the things 
we thought necessary in order to have them 
artistic and sales-producing. 

Chrome will be a thing of the past; we 
may have to go back to wood fixtures. Cello- 
phane, steel and aluminum, as well as many 
other commodities used in display work, will 
be turned over to our government for de- 
tense, 


William Arinow 
The John Shillito Company, Cincinnati 

We feel with the rest of the display man- 
agers of today that the year 1942 will be 
the hardest year for the display profession 
for the reason that certain display materials 
will be out of the field completely and what 
can be gotten will be very high and limited 
in comparison to other years. Because of 
this, the display manager will have to plan 


far in advance, and in buying materials he 
will have to estimate the usage of the items 
he is buying. 

We feel that glass will be one of the big- 
gest items to be used because cellophane, 
“Lucite,” and chrome will be scarce. The 
display manager will have to study and be 





DISPLAY WORLD 59 


“NALCO SURF PANORAMA AND BAMBOO POLE” 





Continuous matching designs for panoramic backgrounds of Surf 7 
and Bamboo any length. } | 
tt 
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SURF aa) 
Smart for Spring and Summer displays. 57 in. high, 20 ft. long il} 
in roll form. Made on a strong grade Pliable Paper Board. Crayon ; 4 
effect. Maulti-color combination, colors fade-resistant. Oncoming ‘ 
Surf, full of action. So real- 
istic you can almost feel the 
ocean breeze. 
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NP-12—Each roll packed in 
an individual shipping con- 


et vo... $3.75 


NP-12-M—Miniature Surf Pan- 
orama 28'% in wide by 20 ft. 


oe per roll... $2.00 
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NP-11— This pliable paper te fe. Hy 
board reproduction is put up 1, 7 | 
in roll form, 48 in. high by 25 Lill fea) ] 
ft. long. Designed so that sec- ; it he ' ! 
tions can be matched to obtain {f |/ |) } : i 
any height or length. Each if | : i 
roll packed in individual ship- ti oe . | 
ping container. $3 75 Me | 3 " 
Price per roll... e tH ri ' 
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Distributed from stock by 


GARRISON WAGNER COMPANY sr tous. wo. 


CHICAGO SHOWROOM—326 WEST ADAMS STREET, CHICAGO, ILLINOIS 





REMEMBER 


there are 


352 SHOPPING DAYS 


before 


CHRISTMAS 


A reminder to the disappointed last-minute shoppers. 


VICTOR HAIDA DISPLAYS, Ine. 


149 WEST 24th STREET, NEW YORK CITY 


DISPLAY JOBBERS 

For our I5th Spring, we offer you AMER- 
ICA'S SMARTEST DISPLAY PAPERS from 
AMERICA'S LARGEST STOCK. 











Choose from new, exclusive designs, season- BANNERS . PENNANTS 
able and patriotic, genuine foils, washable ' cia ; 
leatherette papers, and dozens of dainty We manufacture every type of 
patterns. flag or banner for display and 
Write for samples and prices. decoration. 


MARCUS WINDOW DISPLAY Write Dept. D-1 
SERVICE, INC. ART BANNER CORP. 


112 LINCOLN ST. BOSTON, MASS. 244 W. 23rd St., New York City 























« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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War! 
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Buy 
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Defense 
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and 
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more accurate on his lighting, which will 
add color and glamour to his display. He 
will have to be a good designer and the 
type of man who knows how to get full co- 
operation from his men. 

The International Association of Display 
Men can do a lot in respect to helping dis- 
playmen by being more friendly and working 
more closely with display resources, so they 
in turn will give full service to displaymen. 
\lso the display manager should remember 
that every salesman representing his par- 
ticular resource is a friend and should be 
given a warm reception and an interview, 
regardless if buying his merchandise or 
not; in the end, the display manager will 
benefit from this action. 

L. L. Wilkins 
Pizitz, Birmingham 

Effective coordination of newspaper ad- 
vertising and window display means, not 
only the use of the windows as an adjunct 
to newspaper advertising, but also it means 
planning to make the windows stand on their 
own legs in doing a selling job. 

Until a short time ago, the use of win- 
dows for dramatic and style information 
display was limited to special occasions, 
but today with fast changing styles, the win- 
dows should be a constant source of infor- 
mation and interest to the buying public. 
Whatever the story that needs to be told— 
the presentation of a new style feature or 
the forceful emphasis of value—modern win- 
dow technique is adapted to telling it in an 
impressive and convincing manner. 

Displaymen today, with many display ma- 
terials and display items on the priority list 
caused by the war program, will have an ex- 
how versatile 


cellent opportunity to show 


and ingenious they are. 


L. A. McMullen 

Eastern Outfitting Company, Portland, Ore. 

As far back as one can remember, windows 
have been one of the most outstanding ways 
of displaying and selling merchandise. It 
has been the mother of selling and the 
foundation of all promotions in interesting 
the public to buy. No other plan can make 
that statement. 

I believe that light will be the most out- 
standing help to windows and stores; it is 
needed for the betterment of selling mer- 
chandise. 

The small merchant must be told, edu- 
cated and sold on the value of his windows 
and store. The field is open and a large 
one to be covered. He needs help through 
some source of promoting better lighting. 


C. M. Shrider 
A. E. Starr Company, Zanesville, Ohio 

\s we look forward to 1942 we find a 
changed world since the last DISPLAY 
WORLD Review and Forecast. 

Displaymen are faced with new problems, 
new demands, new situations. We must be 
alert, not only for the changes of today, but 
changes ahead—no matter how easy _ busi- 
ness is to get now, it’s going to be even 
easier to lose when the commotion is over. 

We need not worry about some materials 
that can no longer be had for we can always 
depend upon the ingenuity of displaymen to 
find another way to do things. 


JANUARY, 


1942 





Don W. Palmiter 

Samuel Leask & Sons, Inc., Santa Cruz, Cal'f, 

The year 1942 with America at war (this 
incidentally is being written at home during 
a complete blackout) and with its bigver 
payrolls and increased employment presents 
an opportunity that undoubtedly will have 
much influence on every store’s business for 
vears to come. Here is the opportune time 
for advertising and display to combine in 
promoting “higher standard—better mark- 
up” buying to develop in their customer's 
minds a desire for the better merchandise 
that gives better value in lesser quantities 
rather than quantity and low quality. 

As to display problems, defense needs 
may curtail some supplies but American 
display manufacturers and American dis- 
playmen’s adaptability will solve such prob- 
lems satisfactorily just as America will 
bring the war in which we are now engaged 
to a successful conclusion. 

Regarding 1942 display budgets—it de- 
pends entirely on location and_ business. 
Our budget will probably remain about as 
is or be upped slightly. 


K. D. McGannon 
Abrahams Bros., Davenport, lowa 

Now that we are at war, it would seem 
ridiculous to expect business to proceed en- 
tirely in the usual manner during 1942. Un- 
doubtedly, many events will take place that 
will affect our method of operation and oper- 
ation costs. We displaymen must make ex- 
tremely flexible plans, much further ahead 
than usual, and be prepared for the unex- 
pected. I feel confident that come what may, 
the displaymen of America will be equal to 
whatever task is ahead of them. 


Richard A. Staines 

Vandever Dry Goods Company, Tulsa, Okla. 

To what extent will actual world condi- 
tions guide display of the future? 

Will merchants of the country over util- 
ize some of their show windows tor patriotic 
displays ? 

To the first question, I believe that dis- 
playmen should strive to keep the displays 
full of life, gayety and beauty by the use 
of flowers, and settings to portray nature at 
its best; let spring time shine through the 
glass of your show window, yet stick to sim- 
plicity in order that your merchandise will 
stand out. 

We must keep our gayety, our laughter, 
and not let the war with the dictators 
disturb our way of living, because tomorrow 
liberty once more will shine brightly in this 
world, with America playing the beacon ot 
light to the millions of people the world 
over who have suffered but are not for- 
gotten. 

To the second question, I believe that the 
merchant should devote one or more wit- 
dows every month to patriotic themes, the 
Air Corps, the Navy, the Army, and other 
branches of government defense that. offer 
inexhaustible fields in which the displayman 
can capitalize by creating displays that will 
give the passer-by not only inspiration and 
hope, but patriotism as well. 

Eugene Turner 
Zachry's, Atlanta 

Because of war and the tremendous ap 

propriations now being set up by our gov- 
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ernment for national defense we are about to 


experience the greatest avalanche of dollars 
circulating through the retail channels of 
trade in our national history! 

While displaymen everywhere may be re- 
lied upon to serve in every way possible in 
this vast program for defense, I think dis- 
play may also be expected to help garner 
its full share of these “war dollars” passing 
within the range of our skilled influence. 
In a less ominous and gloomy condition 
created by our actual participation in war, 
displaymen could view the coming year with 
real enthusiasm and excitement 
cause it would seem, otherwise, to offer al- 
most unlimited possibilities. However, today 
we live in a vastly changing world. It is 
hard to predict what tomorrow may bring, 
but I am confident whether it be more 
priorities, more taxes, or uniforms, we will 
do our best on every front. 


much be- 


Stuart A. Raymond 

Broadway Department Store, Inc., Los Angeles 

Merchandising in 1942, I believe, will see 
an emphasis placed on the military theme in 
both styles and motifs. 
bility will rest on window displays because 
ot the somber effect of defense needs. An 
emphasis will be placed on our cooperation 
with the government in publicizing any na- 
tional movement of civil defense, bond sell- 
ing, fire protection, policing, and Red Cross 
work. With all of this display we will have 
to assist the morale of our public with a 
note of gayety and cheerfulness. 

With all this, emphasis must be placed on 
the sale of available merchandise. 
local manufacturers will be promoted so as 
to keep transportation lines free as 
sible for military operations. A handicap 
to be overcome will be the loss of lighting 
effects of night displays because of black- 
outs. Simple designs in props will be neces- 
sary for the conservation of metal and other 
materials because of priorities for defense 
needs. 


A great responsi- 


Goods of 


pOs- 


Because many of the displaymen will be 
taken into the service, it 
begin training talent below and above the 
enlistment ages. Our greatest contribution 
to the national cause will be our psychologi- 
cal aid in keeping the morale of window- 
shoppers to an effective patriotic pitch. I 
believe the display budget will automati- 
cally be increased to maintain an even ratio 
consistent with rising costs. 


behooves us to 


Joseph Apolinsky 
Loveman, Joseph & Loeb, Birmingham 

Display has a larger job ahead for 1942 
than in many, many years. Previously, dis- 
play has had normal, uneventful years to 
contend with but in 1942 it is going to have 
its hands full. 

The job is going to have to be done as 
well as ever under such handicaps as the 
loss of competent help, inability to obtain 
certain necessary materials, the curtailment 
of lighting in show windows and, most im- 
portant, the reduction of one’s budget due 
falling off. 

However, display can not afford to let 
down; it has taken it many years to get 
Where it is today and it can not afford to 
go backwards. Nineteen forty-two should 
see many displays striking appropriate notes 
of patriotism. 


to business 
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WHERE YOU SEE THE ONE 
YOU'LL FIND THE OTHER 


DISPLAYS MADE WITH THE 


‘Gulawt 


ARE DOING A REAL 
SELLING JOB FOR 
BUSINESS EVERYWHERE 





They are graphic ad- 






vertisements done in Valentine Day win 
cutout words and pic- orn 7 Pia yond / 
tures which are prov- faylor, New York 
ing to be a most City 


profitable form of pro- 
motion for stores, the- 
atres, banks, restau- 
rants, etc. 
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Display by Richard A EASY 
Staines for The Vandever 
Dry Goods Co., Tulsa, PAYMENT 
Oklahoma. 

PLAN 








Display by Everett 
W. Quintrell for 
The Elder & John 
ston Co., Dayton, O 


The CUTAWL, a high-speed, electric motor 
driven cutting machine, cuts any of the com- 
monly used display materials quickly, easily 
and economically. There is no limit to the size 
of the work. No starting holes are required. 


Mail the attached coupon today. 


INTERNATIONAL REGISTER CO. 


2624 West Washington Blvd., Chicago, Illinois 


INTERNATIONAL REGISTER CO., 2624 West Washington Blvd., Chicago, Illinois. 





. —— Company name 
Without obligation please 


mail me: Your name 


Address 
City 


C] Cutawl catalogue 





[] Easy Payment Terms State 
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A Display That Sold 
For World War No. | 


By DON C. STEPHENSON 
Maharam Fabric Corporation, New York City 


The coming of war to the United States 
brings back memories of that last war that 
was to end all wars and the part the display 
profession played in that conflict. 

Your writer at that time was trimming 
windows in a northern city that was building 
ships and other weapons of war on a twenty- 
four hour a day basis. Patriotism was of 
course the order of the day. 

We were asked to produce a civic window 
to promote the sale of Liberty bonds, the 
I will 
always remember this display as one of the 
promotions with 


Defense Savings bonds of that day. 


most outstanding sales 
which it was ever my privilege to be asso- 
ciated. 

The older displaymen will remember the 
old man and the old lady produced by Irvin 
Culver about that time. These two famous 
figures were procured for this display. In 
one of our best windows we created a living 
room of about the “Gay 90’s” vintage. | 
will not go into the fun we had trying to 
find old wall paper patterns, hook rugs, and 
furniture of that era; that it tried our re 
sources goes without saying. 

The finished product showed an old living 
room. In the center of the room was an 
old-fashioned library table and on one side 
of this table was seated the old man looking 
at an atlas, trying to find where his son was 


located. Standing on the other side was the 
old lady, reading a letter over the top of 
her glasses. 

The first page of the letter had dropped 
to the floor in such a manner that those 
viewing the display from the outside could 
read it plainly. Naturally, it is very hard 
to recall the exact wording of this letter, 
but this I do remember; it started, “Some- 
where in No Man’s Land,” and continued, 
“Dear Mom and Dad: This may be my last 
letter, in a few more minutes we go over 
the top—to what we know not.’ Most of 
the remainder of the first page was devoted 
to the needs of our fighting forces, and im- 
ploring us to do everything within our power 
to help those who were giving their all for 
our cause. 

In the corner of the window was placed 
a sign which informed the public that we 
were selling Liberty bonds inside. 

At this date I do not wish to be quoted 
on how many bonds were sold by this dis- 
play, but it ran into hundreds of thousands 
ot dollars. 

We are now faced with another world 
war, and I know that our displaymen will 
again show that they can sell America to a 
people who have come to take America and 
all she holds for granted. 






























—tThis display, appearing within a few hours after the bombing of Pearl Harbor, caused a 


great deal of comment in Clarksburg, W. Va. 


The display was started immediately after the 


Japanese attack and was on view the following morning. It was created by George Bengel, Jr., 


The Parson-Souders Company— 
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New Concern Specializes 
In Multi-Color Panels 

Art Panel Studios, 150 West 46th stré 
New York City, is a new firm organiz 
exclusively for the creation and distributi 
of life-like display panels in multi-color. Tix 


company is already in production. A cor 
plete line of panel subjects is illustrat 
in a spring and summer catalogue, just «ff 
the press and available on request. 1 
actual panels are on display at the sho 
room. 

F, and J. Casablancas are the owners and 
managers of the new enterprise. Ja 
Weldon, one of the nation’s outstanding art 
poster designers (1937 Academy award) is 
art director in charge of production. 

"The Singing Tree" 
Is New Display 

Artley Studio, 350 Plane street, Newark 
which has specialized in window display 
novelties in papier mache, plastics and wood, 
announces a new display called “The Sing- 
ing Tree,” now ready for the display field 
Arthur Levy, president, offers literature on 
the novel display, available on request. 


Pro Tem Display Manager 
Appointed At Ward's 

Following the resignation of Carl Haecke: 
as display director for Montgomery Ward & 
Co., Chicago, as noted elsewhere in _ this 
issue, it is reported that Tom Pace has been 
named acting display manager pending a 
definite appointment. 





Kenneth Penney Named 
By Jones Store 

Following the resignation of A. E. Scott, 
Kenneth Penney has been named as director 
of window and interior display by The Jones 
Store Company, Kansas City, Mo. Scott's 
plans have not yet been revealed. 





Combination Meeting 
Planned In St. Louis 
Members of the St. Louis Display Guild 
and the St. Louis Ad Club will hold a joint 
meeting on January 20 for the retailers ot 
that city. The chief subject for discussion 
will be “Display and Its Function in Mer 


chandise Distribution.” 





Larger Quarters 
For Prager 

Leo Prager, manufacturer of plastic dis 
play fixtures, New York City, on January | 
held the formal opening of the firm’s en- 


larged quarters and new showroom at 168 


West 23d street. 


Another Son 
For Lou Banks 

“Something new has been added” to the 
family of Louis Banks, The Hecht Com- 
pany, Washington, in the person of Christo- 
pher Williams Banks, born December 8. 































Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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Bulkley, Dunton Releases 
Spring And Summer Catalogue 


The new Bulkley, Dunton catalogue, “Dis- 


play Folio, Spring and Summer, 1942” is | 


evidence that the firm is prepared for a 
greatly increased volume this year, with an 
expansion program that has already brought 
about an enlargement of all facilities. Great- 
er space, increased personnel, and many 
additions to the line are significant of the 
firm’s confidence in display under war-time 
conditions. 

“Veloursheen,” the new decorative that 
has been so well received, is featured in the 
catalogue in many new pastel shades. Other 
featured products include photo murals of 
the Liberty bell and the Washington monu- 
ment; another in the series is called “Wood- 
lands.” These are all actual photo repro- 
ductions. The introduction of defense sym- 
bols that can be used individually, and 
spring symbols in fifteen units, is a practical 
innovation. The catalogue can be had on 
request to the company at 295 Madison 
avenue, New York City. 


O. P. M. Post Accepted 
By John Wolff 

John M. Wolff, Jr., president of the Wolff 
Printing Company, St. Louis, and a director 
of the Lithographers National Association 
for the past seven years, has accepted an 
appointment as principal, lithographic divi- 
sion of the Office of Production Manage- 
ment, with headquarters in Washington. The 
lithographic division is a new department 
of O. P. M. It will handle all matters per- 
taining to the lithographic industry and 
the industry’s suppliers. Likewise, it will 
function in the allocation of materials and 
supplies for both defense and civilian needs. 





Mannequins To Glorify 
The Business Girl 


Business girl mannequins for retail dis- 
play will be placed on the market about the 
middle of February, according to Syd Mes- 
ser, Display Equipment Corporation, New 
York City. Designed and styled by Lois 
Felice, the figures will be put out in a series 
of three. The physical details of the man- 
nequins will be determined by a composite 
of typical business girls throughout the 
United States. 





Announce Dates 
For ''Weeks'’ 

The Sporting Goods Dealer, St. Louis 
trade publication, has announced the follow- 
ing dates for promotions sponsored by the 
magazine. Display contests are conducted 
in connection with most of them. Baseball 
Week, March 28-April 4; Fishermen’s week, 
April 25-May 3; Golf week, May 9-16; 
Tennis week, May 23-30. 





Siegel Appointed 
Distributor 

Nat Siegel, Inc., 39 West 37th street, 
New York City, announces the firm’s ap- 
pointment as distributor of new laminated 
“Rubberlite” mannequins A complete dis- 
Play of the figures, in men’s, women’s and 
children’s models, is on view at the address 
given above. 
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The Ruth Copeland Studio takes pleasure in wishing you all 


a happy and prosperous New Year. 


For the new season we have ready a group of new and 
completely different mannequins. These are not exotic or 
bizarre. Instead, they interpret today's energetic woman, 
now so busy with her wartime activities—with, we think, 
the finest modelling heretofore seen in a figure for the dis- 
play of merchandise. We cordially invite you to visit our 
showroom, believing that you cannot see a comparable 


group of mannequins elsewhere. 


‘e 
hes 


133 West 23rd St., New York 
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DO DOUBLE DUTY 


IN THREE DIFFERENT WAYS 


Here’s one way in which Fairy Allure-ette Hosiery 
Forms do double duty for you. They take women’s 
shoes perfectly, showing both shoes and hosiery 
at their alluring best. 


Here’s another: Through their three exclusive 
effects, Neutra-tone, Transparent and Glamour- 
Glo, they contribute a powerful emotional appeal 
and at the same time demonstrate color, sheer- 
ness, style and fit as only Fairy Forms can. 


And another: Because of their light weight and 
durability, they’re equally effective in window 
and counter displays. They need never be idle 
and are good for many, many seasons of superla- 
tive selling service. 


Check right now: And replenish your supply of Fairy 
Forms for displaying shoes, hosiery, neckwear and 
brassieres while the full line is still available. Be 
sure to include at least one pair of Allure-ettes 
as illustrated here. Write for Catalog No. 62 and 
remind us to include a free heel height rule that 
simplifies the ordering of shoe display forms. 


SHOE FORM CO. INC. 


DEPT. DW, AUBURN, N. Y. 
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Sensational Lining and Cov- 
ering Papers By Makers of 
COVERAY give you the rich appear- 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for 
backgrounds — lining display cases — covering 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed 
in washable inks. Unusually wide—40” to 48” 
—25-ft. rolls—$1.50 to $2.00. Many other ef- 
fects available with CLOPAY display papers. 
Write for samples. 


ST. LOUIS, MO. 














1629 LOCUST ST. 























If You Are Not Now a 
REGULAR 


SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


and no 








issue 





You're reading this 





doubt have found it offers a complete 






review of modern, up-to-date window 





and store display methods and expe- 





riences. You can't get the full bene- 
fit from The DISPLAY WORLD un- 


less you get it regularly, and the cost 





is only $3.00 per year. Use this order 


blank TODAY. 
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And now for “Fashion Priorities :” 

The big three are: One, the trend to well- 
mannered active clothes, suitable, discreet, 
even conservative by day, but always be- 
coming. 

Already there’s an urge to action. Women 
are enthusiastic and excited about helping. 
And everybody will want their clothes to fit- 
into-the-picture. 

Quality clothes, best wartime investments, 
will be preferred therefore in long-range, 
good, undated styles. For active daytime 
lives it will be suits, more suits, suit-coats 
and suit-type dresses for the women not in 
uniform and the women in uniform. 

Keyed to activity and_ tailored 
these fashions be, they're going to be defi- 
nitely soft, and definitely becoming. Acces- 
sories will further pretty them. In a word, 
charm and cheer will team with suitability 


though 


and good service. 

Two, there'll be 
Color will be the bright badge of courage, 
indispensable for added lift. Color will be 
big in the business of morale building. 

Three, the trend to well-mannered, dress- 
up or escapist clothes, following the line of 
thought that it will be bad taste not to dress 
up after hours. The change to gay fashions 
when work is done will be the mutual de- 
sire of women with time for volunteer work 
and women who will be working-as-usual. 
The best of dress-up fashions will not be 
fussy. They, too, will be well-mannered, 
gay and graceful, feminine but not over- 
done. There'll be lots of color, bright or 
light. Lines will be simplified. Good cut 
will count. The street length dinner or cock- 
tail dress will go on to new importance. 
This means the return of what were once 
called afternoon dresses, but which may well 
now be called pretty, pep-uppers or high- 
spirit dresses. 

Now from the general trend to specific 
styles. Let’s look at suits first. Suits are 
the single most important fashion group of 
the present, the coming season and of many 


greater use of color. 


seasons ahead. 

Leading versions of spring suits all put 
emphasis on soft tailoring. Various best 
examples include: the soft but simple suit 
with shoulders in one piece with sleeves, 
tucked-in waist belted in the wrist length 
jacket. Neckline is news in_ convertible 
shirt collar type, or convertible Peter Pan. 
Then there’s the easy-drape, feminine ver- 
sion of the English drape jacket suit, fre- 
quently with pleated skirt (wonderful in 
new pin stripes !). 

A third style of note has mannish type 
shoulders, too, but is higher closing with 


high, notched revers and three buttons. 


Waistline is tucked and unbelted. Skirt ha: 
kick pleat preferably. 

Important, too, are: cardigan or collarless 
neckline jacket suits. One smart example 
has shaped waistline above the suggestion of 
a peplum in the jacket, cut with raglan 
Sleeves are three-quarter and 
the skirt is gored. Another good cardigan 
type has slimmer hipped, slightly longe: 
jacket, single button closing, and sleeves in 
fitted armholes, but with extended shoulde: 
line. (Collarless coats are news, too.) 

All important is the soft jacket suit. New 
est is a longer waisted, fitted, but easy line, 
with wrist length jacket having single but 
ton closing and bodice softness let in along 
dropped shoulder yoke in front, with back 
smooth but softly fitted. Similar type is the 
bloused bodice jacket suit with dressmaker 
pockets. More tailored, but also soft are 
the long, lean more mannish suiting types, 
relieved by trick pockets in the wristlength 
or longer jackets with high revers. 

Right at this point blouse news will be 
of interest. There'll be variety, without 
too much emphasis on any one style or ma- 
terial, lest shortages develop. The idea of 
importance will be to play up the need for 
blouse wardrobes of many types .. . for 
different occasions and different suits. 

The printed blouse successes of the re 
sorts will carry over into our sportswear 
for use with slacks and play skirts. But 
there will also be some prints for suit wear, 
and these will look very new, especially in 
bright suits with brighter print blouses 

In mid-season and spring coats the em- 
phasis is on suit coats... that is, chiefly the 
boxy, over-suit type of casual coat or the 
reefer for over suits . and the suit coat 
that’s the top of a long coat ensemble for 
spring. Important are these: high fashion 
loose box with deep or dolman_ sleeves 
(especially interesting in dramatic plaids, 
also good in newsy checks); the straight 
box over-suit coat with seamed detail good 
in neutrals, navy, brown or black for town 
The over-suit coat with inset-belt and 
bloused effect with front tie. Backs are 
sometimes straight fitted, beltless. Soft 
woolen, semi-dress type coats are notable 
double-duty styles in this latter group. Then 
there are important new versions of the 
reefer, with longer, leaner lines, the flare 


sleeve effect. 


gone. 

There'll be jacket dresses with contrasting 
jackets and with matched jackets having 
contrast trim, such as a print. There'll be 
fitted jackets and boxy jackets. Newsy 1s 
the front-dip peplum jacket dress. 

News, too, are the actual two-piece skirt- 
‘n’-jacket suits coming soon in dress de- 
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partments. These dressmaker suits will be 
in soft, lighter-than-type suitings. 


Yes, there'll be great jacket variety in 
dresses. And there'll be long coat dress 
ensembles. These ensembles will continue 


the narrow but-with-movement lines. On 
the same style are the wrapped or surplice 
line dresses and the draped with straight 
fullness-for-movement type of one-piece 
dresses. 

Prints continue to bring demanded high 
color to the dress picture, and their narrow 
lines are relieved by drapery, front  shir- 
ring, low flounces and peplums. All in all 
it's the simple, slim silhouette, in prints, in 
jacket dresses, in long coat ensembles. 

Navy, it must be noted is early coming 
into the dress picture this season, as it is in 
But many, many colors are good. 
Color is inspired by: the psychology of the 
obtainable, and the need for 
color in simple silhouette and casual type 
clothes. 

Dye restrictions will make for the use 
of whatever's available many 
therefore. Immediately it will mean vivid 
multi-colors, pastels, and neutrals. 
But ultimately it is expected, perhaps by 
fall, that the trend will have to be me- 
dium, rather than dark shades, and to dusty 
rather than sharp pastels. 

Keep an eye out for such hits in the nov- 


sults. 


times, dyes 


colors 


Cc le rs, 


elty accessory line as white touches for 
blackouts 


gencies. 


carry-all bags for emer- 


[Continued from page 22] 


at all, should convey what words can't ex- 
press, in addition to being attractive. Too 
much stress has been put on the attraction 
without informative description or enlight- 
enment for the need of the article in various 
mediums over which DISPLAY WORLD 
could wield a powerful influence for the 
correction. 

It has been my experience that selling the 
advertiser on an ad for his particular prod- 
uct is more difficult than selling the public 
his product. 


J. M. Earley 

Pittsburgh 
attractive art work, appealing 
lavout and humanized copy for the printed 
message. 


Give me 


informative, 
non-gush script for the radio presentation. 
But, in both cases, give me display in the 
store to clinch the sale and deliver the 
No truer words were ever spoken 
than those to the effect that 
lieving.”’ 


Give me spritely, 


goods. 


“seeing is be- 


Currently I am doing a special promotion 
job on winter pears from Oregon, Washing- 
ton, and California. Writing and talking 
about them sets the stage beautifully 
store display is the third leg to the com- 
plete sales triangle. 


Jones B. Frankel 
Jones Frankel Company, Chicago 
rom where we view it today, 1942 prom- 
Ises to be a year characterized by frequent 
and rather sudden product and = market 


changes, due to the exigencies of the times. 
conditions, 


Under such except for institu- 
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tional advertising, promotional efforts must 
be keyed for quick, returns, 
rather than “long-pull” results. Point-ot- 
sale advertising will play a more important 
than that 
valuable than ever as a reminding beacon 


immediate 


role ever to achieve end—more 
in a sea of change—as a “clincher” to help 
make up the mind of the wavering buyer 

as a vital link in the linkage from adver- 
tising to sale, and finally on its own behalf, 
as the timeliest advertising that can be con- 
During the rising markets of 1941, 
we have seen displays assume a new impor- 
tance in resultful advertising. In the still 
more abnormal conditions looming today, | 


ce i ved. 


believe point-of-sale advertising will prove 
of still greater importance to achieve the 
that 


successtul. 


results make advertising completely 


Abbott Kimball 
Abbott Kimball Company, Inc., New York City 
It is a bold man who dares forecast any- 
thing Pearl Harbor. There are too 
many variables in the equation—the course 
of victory or defeat, the per cent of our 
national effort diverted from consumer goods 


since 


to war material, the possibility of enforced 


savings, to mention a few. However, in 


general it is true that money 
velopes will be in the hands of people whose 


from pay en- 


tendency is to listen and look rather than 
to read and plan. Therefore, attractive dis 
plays at point of sale, keyed to their taste 
and needs, should be one of the most im- 
portant means of selling goods in 1942. 


Saturday Evening Post 
Tells Of Display Tie-Up 
Large newspaper and magazine advertis 


ing space has been used recently by the 
Saturday Evening Post to tell of the results 
obtained from department store window dis- 
plays making a tie-in with SEP cover illus- 


Nearly a 


used in the 


trations dating back many years. 


full page, for example, was 
Chicago Tribune to show displays 
Bonwit Teller, New York City; 
Scott & Co., Chicago; Hutzler’s, Baltimore ; 
Kaufmann’'s, Pittsburgh, and Strawbridge & 
Clothier, Philadelphia, and to tell of the 
unusual sales results they produced. 


from 
Carson Pirie 


Larger Quarters 
For New Life 


Increased business is given as the reason 
for the removal of New Life Studio, special 
izing in the design and manutacture ot 
masks, wigs, and millinery heads in papiet 
mache, to much larger quarters at 63 Madi- 
son avenue, New York City. A special de 
maintained for the remodeling 
Sales rep 


partment is 
and redesigning of mannequins. 
with the 


resentatives are now on the road 


new spring line. 


Named Display Head 
For Ware's 

Paul Jiggs Ergang, formerly of the dis- 
play department of R. H. Macy & Co., New 
York City, has resigned in order to assume 
internal 
Store, 


full charge of display and promo 


New 


tions with Ware's Department 


Rochelle, N.Y. 



























pe got the surprise of 


his life when he visited the 
Decorative Plant factory. 


He expected to see decorative plants. 
He did. Thousands of them. From cute 
little Hower centerpieces ladies love for 
swanky dinner parties to life-size royal 
palms. And eac h so true to life (even 
to the veins in tiny rose leaves) that 
even a botany professor might be fooled. 


Well, what's surprising about that? 

Nothing at all! That's what you 
would expect to find in America’s 
largest decorative plant fac tory. 

The SURPRISES were the other 


display items D.S.L. saw heing made: 


A life-size dancing couple. Jumbo Easter 
bunnies, life-like ducks, a Mexican 
peasant group, realistic even to the 
brown paper cigarette dangling from 
the guitarist’s lip! . . . Fluted columns. 
Trellises. An authentic replica of an old 
English stage coach. Animals galore. 
Birds in cages. A man-size Uncle Sam 
. Yes, indeed a display man's paradise! 


And what they don't have, they make. 


The sales manager of this unique 
organization admitted that the name 
Decorative PLant Company was 
hardly descriptive of the multitudinous 
variety of things his firm nuw makes 
and sells. “But’’, he explained, “the 
founding fathers of this firm selected 
that name 45 years ago, and we re loathe 
to change -. 

“Well, then.” D.S.L. countered, 
“Why not tell people what you make 
and what you sell?” 

@ 6 «6 

Hence these advertisements to ac- 

quaint you with our unique facilities. 


Inquiries receive prompt attention. 



















































THEATRE 
MAGIC 


for your interior 

and window displays 
with the NEW, 
quick-change 


DRAMA-LITE 


(TRACE-MARK) 










This decorative spotlight dramatizes 
merchandise, focuses attention, dou- 
bles display attractiveness, blends 
with architecture, completely conceals 
Reflector Bulb. 








Unique removable louvred front en- 
ables color change in only 9 seconds, 
bulb change in only 25 seconds, re- 
quires no tools; has no screws, nuts 
or pins. 


Cat. No. 373 pictured above, with 
flange for mounting over outlet, fric- 
tion-tight universal swivel, satin 
aluminum finish, 9” overall length, 
dia. 634”. List Price without bulb, 
$11.00. Net Store Price $8.80 


Cat. No. 372 same but portable with 
swivel base, 8 ft. cord and plug. List 
Price without bulb, $11.00. 

















Net Store Price $8.80 
Bulbs 150 W. Mazda R40, Birdseye 
RE40 $0.95 





Glass Filters, any standard color $0.68 


CENTURY LIGHTING, Inc. 


Dept. D 419 W. 55th St., New York, N. Y. 



















Announcement of 
Our Steady Progress 


NEW LIFE 
STUDIO 


Is Now Located At 


63 MADISON AVENUE 
NEW YORK CITY 


with enlarged facilities for 
the design and creation of 


ULTRA MILLINERY HEADS 
IN PAPIER MACHE, MASKS 
and WIGS in the prevailing 
modern vogue. . . . Outstand- 
ing remodeling of mannequins 
by skilled artists. 















Your inquiries and visit are 
most cordially invited. . . . 






Send us special description of 
your needs. 
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RETAILERS AND 1942 DISPLAY 
[Continued from page 7] 


not only do so with their publicity director 
and display manager but must see to it that 
department managers and department dis- 
play assistants are more than ever conscious 
of the need. 





George C. Engel 
Jane Engel Dress Shops, New York City 

Competition in the retail field should be 
particularly keen in 1942, due to the added 
tax burden, rising prices and uncertain con- 
ditions. Thus the retailer must resort to 
native ingenuity to best his rivals. 

Display offers great opportunities for bet- 
terment: for more drama; for new tech- 
niques. The retail stores in 100 per cent 
locations can “stop the show,” if they will 
spend a little extra money to do it, and the 
stores in 60 per cent locations can get them- 
selves talked about with “extra effort’ win- 
dows. 

I expect retail display appropriations for 
1942 to remain on the 1941 level, but some 
farseeing merchants would be wise to step 
up appropriations and hire an outstanding 
display manager and staff. It pays to be 
talked about and your windows are your first 
line of offense! 

Harry D. Ross, Merchandising Manager 
Leopold Morse Company, Boston 

Display still remains as one of our most 
essential parts of retailing. Displaymen must 
create new ideas, irrespective of the fact that 
they are going to lose a lot of essential ma- 
terials because of priorities and defense 
needs. These people will be obliged to find 
substitutes in the plastics and other mate- 
rials to meet needs and requirements. 

I am fully confident that there are plenty 
of materials to work with to make displays 
interesting through windows and interiors. 

I have every reason to believe that appro- 
priations will be increased by management 
for display and that the cost will go up in 
the same proportions as other materials have 
gone up. 

The good display manager must be a bet- 
ter display manager in 1942; and the good 
display store must be a better display store 
in 1942. There are no two ways about it— 
it just must be so. 

Robert K. Levy, President 
The Union Company, Columbus 

Although we may not see the beginning 
of a recession in the year 1942, most busi- 
ness men are of the opinion that it will be a 
difficult year. Sales increases will certainly 
not maintain the pace set in 1941, nor will 
it be as easy to maintain a profit sufficient 
to cope with increased expenses and taxes. 

Because of these conditions we must util- 
ize every promotional means within our 
grasp, forcefully but intelligently. 

Being on a corner, with sixteen display 
windows, has made us window conscious all 
these many years. But we have often wasted 
the value of these windows with poorly 
planned, and as a result, poorly executed 
displays. 

Recently, we have come to a serious reali- 
zation of their tremendous pulling power and 
with the awakening of our buyers to this 
fact, along with the guidance of our excel- 
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lent display manager, the “poor” window is 
now the exception. 

For 1942, we intend to curtail some of ¢ ir 
newspaper advertising, particularly on fas :- 
ion trends, and utilize our windows to + || 
a much more effective story. It can be do 
It is being done. It works. 





Charles A. Shinn, Vice-President 

The Denver Dry Goods Company, Denver 

It takes an alert, well-versed display pcr- 
sonnel today to keep one jump ahead of tie 
public. 

Educated through the schools, the maga- 
zines, the newspapers, and the stores them- 
selves, our customers are as critical of dis- 
plays as they are appreciative. Regardless 
of whether it’s a fashion display or a room 
interior, violate a rule of good taste and 
watch the steady inpour of protests. 

Today’s display people must be not only 
creators of ideas, but stylists and interior 
decorators as well. 

The store that displays, advertises and 
sells with authority is the store to which 
1942’s educated public will turn. 

L. B. Sizer, Advertising Manager 
Marshall Field & Co., Chicago 

In 1942 display is going to have to carry 
even more than its accustomed share of the 
merchandising job. America is going to be 
full of customers who will be visiting some 
stores for the first time, and who must be 
persuaded of the practicability of the serv- 
ice and merchandise to be had. Display 
will have to answer a lot of questions before 
they are asked. 

It is reasonable to expect a closer liaison 
than ever between the function of display 
and that of signs and advertising copy in 
general. Our major effort here will be one 
of complete coordination of all promotional 
units to tell a unified and integrated story. 


R. H. Rich, Vice-President 
Rich's, Inc., Atlanta 

I have discussed the question of priorities 
and the scarcity of certain materials with 
our display department, and they confirm 
the fact that it is more difficult to obtain 
such materials than formerly. However, 
they feel that this is merely a challenge 
that will make for more creative display 
work than ever before, and they do not be- 
lieve that it will impair, in any way, the ef- 
fectiveness of our 1942 program. 

Nineteen-forty-two will mark our seventy- 
fifth anniversary and during this year of 
our “Diamond Jubilee Celebration” we plan 
to lay great stress on the institutional phase 
of our store, through our display as well as 
many other activities that have been planned. 

Our entire battery of windows all the way 
around our store will be devoted to the in- 
troduction of this program beginning Janu- 
ary l1—and a great deal of research and care 
has been expended upon its development. 

In addition to our normal display activi- 
ties, we are having created for us a series 
of historical and fashion murals for our 
main floor, and we have had a medal struck 
in bronze to commemorate the occasion. 

I mention these things because it is the 
plan of our display department to reproduce 
the medals in plastic materials for a closer 
display tie-up. 

It believe that it will also interest you to 
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know that the entire trend of our display has 
been). rather away from a too-close tie-up 
with our sales and selling promotions and 
has evolved toward the exploitation of new 
fashions and a more glamorous and inter- 
esting development in the field of design and 
creative merchandising. 

Our windows are almost wholly devoted 
to the above activities, with our entire bat- 
tery of windows carrying one theme. 

The purpose of this program is, of course, 
to make the public conscious of new fashion 
trends and conscious of our fashion leader- 
ship. However, we still have a promotion 
tie-up, internally, with all of our advertis- 
ing, and we find that the combination brings 
about an excellent balance. 


David Mayer, Jr., Vice-President 
Maurice L. Rothschild, Chicago 


We study and plan our window displays as 
carefully as we do our newspaper advertis- 
ing. They go hand in hand with us. 

In our ads we use a few well-chosen words 
to tell a lot of story—and the same with 
our windows—a few well-chosen pieces of 
merchandise to create a lot of appetite. 

Every card that goes into our windows is 
designed and laid out as carefully as one 
of our full page advertisements. 

Windows are our chief 
and we never forget it. 


one of “business 


getters” 


Maurice Spector, President 
The Blum Store, Philadelphia 

The great improvement that taken 
place in retail window displays, the large 
amount of money being spent for remodeling 
and modernizing windows, lighting, back- 
grounds, and the high type fixtures, manne- 
quins and other props used in connection 
with retail displays attest to the foresight 
of retailers today. 

As always, concentration upon the mer- 
chandise is the objective, and regardless of 
the type of store operated, the objective is 
to make the merchandise look its best. 

Window shopping is an American habit. 
Window shopping is educational. The win- 
dows reflect a store’s character, and in these 
days of higher payrolls, and with money in 
the pockets of many people who have hereto- 
fore had little of it, beautiful, artistic, and 
well-merchandised windows will attract 
more customers inside than many newspaper 
advertisements. 

We here have no hesitancy in showing 
our most exclusive things in our windows. 
We concentrate upon making our windows 
even more beautiful than the interior of our 
Store, and if we have to economize on some- 
thing by reason of present conditions, the 
windows will probably be the last thing 
affected. 

Stores pay high rentals in choice locations, 
and when a decides upon a corner 
location it is the number of feet of window 
display that is considered more than any- 
thing else. 


has 


store 


We always have believed and we always 
will believe that no matter how much we 
spend on beautifying the “eyes” of our store 
(the windows), we never spend enough. 

It is nothing unusual for taxi-cabs and 
automobiles with women passengers to slow 
up when they come near attractive windows 
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IME SAVE 


Vii 





the 





TWO time-savers for Display and Sign Men are 
Hansen BLUE-LINE Tacker and the 
Vest-Kit. 
display and sign tacking. 


The Blue-Line Tacker—the latest Hansen design 
—is a well-balanced, easy-to-grip unit, with the 
added feature of an easily removable Take-up 
Jaw. 
Provides easier inspection. 


Hansen VEST-KIT fits the vest pocket and pro- 
vides a ready, convenient supply of staples. Used 
in combination with the Hansen Tacker, it saves 
time, steps and staples. 


Hansen 
Combined, they improve and speed up 


This feature improves Tacker performance. 


INVESTIGATE! 








A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. CHICAGO, ILL. 





Here are five be 


display s, 


essential 


ot many types 
ilphabets, and 


alone 
step-by-step 


5 VOLUMES 
1278 PAGES 
HUNDREDS 
OF 
ILLUSTRATIONS 
AND 
EXAMPLES 





Save $3.50 with Library offer 


Bought, singly, the books in this Library would 
cost $22.00. Under this offer you save $3.50 on 
this price and in addition have the privilege ot 
paying in easy monthly installments while you 
use the books. See how this Library can help 
vou. SEND NO MONEY. Just mail the coupon 
now, to receive the complete Library promptly 
for 10 days’ examination subject to your accept 
ance or return 


laycuts, 


McGraw-Hill Commercial Art Library 


[These books save 
instructions In 
and examples give the artist visual instruction, inspiration, and models 
f work 
scripts; 
book and printing designs; 
in many mediums; 
worth the 

instructions, 


need to carry on a 


ks giving practical material for the display 
who wants to improve 


These books take up thoroughly 


et 


the reader’s time with brief, punchy 





This COMMERCIAL ART 


Home-Study Course helps men 


get ahead 


crattsman 
his technique and handle a wider scope of work. 
the best-paying types of commercial art 


work, show what sells, and how it is produced They enable you to 
brush up on fundamentals and special points of technique—they teach 
you the essentials of doing representative drawing, fashion-figure draw- 
ing, all kinds of lettering, rendering of commercial subjects of many 
types, practical design-—just the type of material you need to handle 
the most popular forms of advertising and commercial illustrations, 


text that gives 


usable form. In addition many illustrations 


Old-fashioned, standard, and 
advertising illustrations; 
fashion drawings; practice forms; 


modern letters, 
show-cards; 
renderings 


posters; 


etc more than 1300 illustrations in all form a feature 
price of the 


plus complete, 
material you 
more money. 


Library You get this, 
specialists all the 
plan and make 


written by 
definite improvement 


ON-APPROVAL EXAMINATION COUPON 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 


Send me the McGraw-Hill Commercial Art Li- 
brary, 5 volumes, for 10 days’ examination on ap- 
proval. In 10 days I will send $3.50, plus few 
cents postage, and $3.00 monthly till $18.50 is paid, 
or return books postpaid. (Postage paid on 
orders accompanied by remittance of first instal- 
ment.) 





Name 

Address 

City and State 
Position 


ompany DW -1-42 


(Books sent on approval in U.S. and Canada only.) 





MODERN WIGS 
FOR MANNEQUINS 


can be created by the use 
of our artificial hair coming 
in several types. These are 
dyed in all needed colors by 


our artisans. 


THROUGH CARE AND 
FORESIGHT 


we now have ready for 


prompt delivery our wig 
hair and novelty yarns for 
make and use 


those who 


mannequins. 
Write for full details. 


® 
MAJESTIC RAYON CORP. 
116 W. 23rd St... New York City 
W atkins 9-6443-4-5-6-7 











CALL ON 


LLOY 


FOR YOUR 
Display Materials 


eWood effect papers 
eMarble papers 
eTexture effects 
eMetallic papers 
eSilk effects 


eAnaglypta relief in all decora- 
tive and architectural periods. 


Inspection Invited 


W. H. S. LLOYD CO., Inc. 


48 West 48th St.. New York City 


White Plains, N. Y. Chicago, Ill. 
94 East Post Road 436 So. Wabash Ave. 


Newark, New Jersey Boston, Mass. 
45 Central Avenue 420 Boylston St. 





Send for the AIR BRUSH 
“In 1891 


z CATALOG 


made 2” THE WOLD AIR BRUSH 
, MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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so the occupants can get a glimpse of what 
is being shown. 

Isn't this sufficient argument that retail 
window displays are worthwhile publicity at 
any cost? 

So, let us not relax our efforts in employ- 
ing the best talent. Do not hunt the cheap- 
est mannequins. Spend the most you can 
afford on the newest and most. scientific 
lighting, and last, but not least, show the 
finest things your store can show so that 
what people see will be things they will long 
to own. Such displays pay big dividends. 
In war times or peace times, any time is a 
good time for artistic window displays. 


W. O. Swanson, President 
Nebraska Clothing Company, Omaha 


All of us must recognize that the condi- 
tions of the world, the evidence of barbarism, 
and the realization that this thing we call 
civilization is but a thin veneer are making 
a strong impression upon the minds of the 
people. 

It has been our endeavor during the past 
six to eight months to realize this fact in 
our own small way by increasing our efforts 
to make our place more inviting and more 
cheerful. Naturally our display windows 
have received our close attention in this re- 
spect. 

Les Blei, whom we feel has done such a 
remarkable job for us in our windows, in- 
forms me that he believes it is the further 
concentration of separate ideas that will pro- 
duce the greater volume tor the coming 
season. We live in such a hurried age that 
we do not have the time to assimilate too 
much as we go by. Therefore, it is impor- 
tant that our ideas be along one line only, 
instead of contusing the mind of the cus- 
tomer. 

We have laid greater stress than ever in 
completing our windows to the minutest de- 
tail. We have learned a long time ago that 
it is very dangerous to “cheat” just a little 
bit because that little cheating takes away 
from that entire display. As for an illus- 
tration, we bought a new carpet for the floor 
Instead of our try- 
ing to save, we went out to buy the very 
best that could be bought, and many noticed 
what a beautiful carpet is in that window. 

Kvery merchant today is faced with the 
necessity of economies because of so many 
Therefore, windows are 
apt to be neglected. We believe it is defi- 
nitely important that instead of neglecting 
them more attention than ever should be 
paid to the windows, not only by the display 
managers themselves, but the concentrated 
thought and action of the entire executive 
staff of an institution should consider the 
windows very seriously. 


of our ladies’ windows. 


costs in business. 


Irving L. Wilson, President 
Jacob Reed's Sons, Philadelphia 
I do not believe that priorities will have 
much effect on 1942 display, nor can I see 
how the government’s requirements for the 


war will seriously interfere. 


There will, of course, be a scarcity of 


chromium, Japanese holly, imported flowers, 
etc., but I have no doubt that with our 
usual ingenuity here in America we will be 
able to turn out products which will replace 
those heretofore imported. 


JANUARY, 19 


Kffective window displays are of the 
most importance to retailers. They 
quently sell more merchandise than adver: 
ing does. I think that in spite of the war, 
retailers should and will be able to maint 
window displays that will be quite as att: 
tive as those they have had in the past. 


Ernest Maas, Sr. 
Ernest Maas, Inc., Tampa 


I do not believe that there will be much 
change in window displays for the year 1°42 
as compared to 1941, neither do I think that 
priorities will be a big factor in the curtail- 
ment of display. The reason is, I believe the 
displayman will find a way and material that 
will be outside the scope of priorities and 
will not affect the defense program. 

To my way of thinking there should be no 
shortcomings in 1942. From my 1941 expe- 
rience I believe that 1942 will have possi- 
bilities such as the retail field has not known 
for some time and without doubt there are 
great opportunities and plenty of materials 
for the displayman. 

It goes without saying that display in 
windows, as well as in interiors, should by 
all means tie up with the merchandise in the 
store. 

It is possible that owing to the higher 
cost of materials, appropriations will go up, 
but I do not think that it will materially 
affect the budget of the display department. 


Brown S. McPherson, Manager 
The Broadway-Pasadena, Pasadena 

Our experience during the first year in the 
new Broadway-Pasadena, which is a modern 
suburban unit of The Broadway Department 
Store in Los Angeles, has increased our be- 
lief in the importance of window display. 
It has become one of the major arms of our 
promotional plan throughout the year. We 
not only have secured business through dis- 
plays but it has proved a very valuable 
means of securing good will for a_ store 
breaking into a new community. 


Edward Forman 
B. Forman Company, Rochester 

In view of the gradually rising expenses 
in department store operation, it seems to 
me that in the year 1942 much more effort 
will be made for displays, particularly win- 
dow displays, to give a greater return than 
in the past. I feel that windows in a gen- 
eral sense are coming into their own. With 
that thought in mind, we, at Forman’s, have 
completely re-equipped our windows in our 
new store. 


Chicago Club Honors 
George Hermanson 

Members and guests of the Display Sales 
Promotion Club, of Chicago, met the night 
of December 17 at the Panther room of the 
Hotel Sherman to hold the club’s annual 
Christmas party and to honor their presi- 
dent, George Hermanson, Republic Stores 
Corporation. In recognition of his long and 
faithful work on behalf of the organization, 
Hermanson was presented with a check for 
the purchase of bowling equipment. The 
presentation was made by R. C. Kash 


editor, DISPLAY WORLD. 
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l. A. D. M. NEWS 
[Continued from page 18] 

(—Oklahoma, New Mexico, Texas. 

10—Washington, Montana, Oregon, Idaho, 
Wyoming. 

11 — California, Nevada, Utah, Arizona, 
Alaska, Hawaii. 

This is the first real opportunity that has 
been offered to gentlemen of the display pro- 
fession to serve their country in their own 
way and I sincerely hope to be completely 
overwhelmed with the quantity of photo- 
graphs received on this subject. This is 
more than a contest—it is a “Call to arms” 
for displaymen. 

The progress of our Educational Com- 
mittee has been slowed up considerably be- 
cause the I. A. D. M. office has been over- 
worked in these wartime measures. How- 
ever, the big job of making copies of all of 
the outlines received from display instruc- 
tors is nearly completed and they will be 
forwarded in the near future to our com- 
mittee under the chairmanship of Joseph 
Apolinsky, Loveman, Joseph & Loeb, Bir- 
mingham, so that they can be compiled into 
one universal guide for teaching display. 

\s a course in distributive education, dis- 
play is gaining in popularity and, in the 
classes now being taught. splendid response 
is being reported. More individuals are tak- 
ing advantage of the course and_ profiting 
from the experiences of the instructor, who 
of course is a displayman himself. 

At the present time spring classes are 
being organized and plans made for insti- 
tuting new classes in localities where none 
were ever held before. There is an appeal 
being sent into I. A. D. M. headquarters 
from a number of states for displaymen who 
would be willing to act as instructors in 
these classes. There is a small remunera- 
tion for your services. 

However, as an organization for display- 
men, whose motive is to further the display 
protession through every channel, the I. A. 
D. M. would like to have a file on hand of 
those who would be willing to teach so that 
when a call comes in from your state, we 
need only notify you of the opening. There 
is a need right away for teachers in Michi- 
gan and those interested in that state should 
write us immediately for further informa- 
tion. Others, please send in your names, ad- 
dresses, and complete background in the 
display profession. 

For further assistance, Everett W. Quin- 
trell, chairman of the I. A. D. M. educa- 
tional committee, is distributing copies of 
the outlines he used in his class in Dayton, 
Ohio, and offers any help he can to instruc- 
tors in distributive education. 

Courses usually last two hours each night, 
one night a week, for twelve weeks. The 
minimum time of the course is twenty hours. 
It is not necessary for you to be a member 
ot the I. A. D. M., so if you are interested 
let us have your name immediately. 


Thal's Appoints 
Sam Bues 





sam H. Bues has resigned as a_ repre- 
sentative of Classic Displays, Inc., in order 
to accept a position as display manager for 
Thal’s Fashion, Dayton, Ohio. 
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NU WAY TO DISPLAY TROUSERS 


eCustomers’ Self- 
Help Display 

eMore Efficient ee 

eLabor Saving 


Holds the trousers 
smoothly in perfect or- 
der on racks or in cabi- 
nets, creating orderly display at all times. All inquiries will 
receive prompt attention. 

Nu-Way Trouser Hangers can be used on single or double 
racks, wall cases, shelving space, revolving cabinets or floor 
panel cabinets. 


~.. 
iT _THE DOUBLE 


| HOOK REMOVABLE 
— TROUSER HANGER 


Let us solve your trouser display problem. 








Patent No. 2,087,149 7/13/37 


avi 
EXCLUSIVE NU-WAY ( 


SPECIALTIES | 


SLACK SUIT HANGERS—Very popu- 
lar. Permits hanging of the slack 
suit full length. Makes a neat dis- 
play and quickens selling. 


SKIRT HANGERS—Will improve the 
appearance of your skirt department. 
Can be used on any size hang rails 
or floor racks. 


i 
' 
METAL SIZE DIVIDERS — Big selling | 
help for bulk displayed merchandise. | 
Removable celluloid numerals. Pay } 

for themselves. 





Write for Illustrated Folder and Price List 


NU-WAY FIXTURE FACTORY, 424 2nd St., Santa Rosa, California 

















VELOURSHEEN in 
Draping Weight and Board Weight 


Ideal for Anniversary Banners, Overdrapes, 
Ribbons and Case Linings 


New Patriotic and Spring Pastel Colors 


Red, White and Blue — Pastel Green, Blue 
and Pink—Ro!ls 40 in. wide by 25 ft. long. 


Draping Weight per roll...... 
Board Weight per roll............. $7.95 


BULKTON SEAMLESS PAPER 


Spring colors 107 in. wide by 36 ft. long. 
For Posts, Walls, Ledges and Window 
Backgrounds. 


Manufactured by Bulkley, Dunton & Co. 
Distributed from Stock by 


GARRISON-WAGNER COMPANY 


1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams Street 














145 to 15l 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 








For Victory 
Buy U. S. Defense 
STAMPS and BONDS 


PREVIEW for ’42! 


... ANEW LINE ina 
NEW SHOWROOM 








You must see.. 


the new strikingly original show- 

3 case units. Heads, hands and 
busts combined in the inimita- 
ble Kaufman manner. 


the new individual display 
BB pieces, different and more 
beautiful than ever before. 


the new, unusually attractive 

| JUMBO FLOWER line. Authen- 
tic reproductions in a myriad 
of materials and colors. 


ALL ORIGINAL AND EXCLUSIVE 
CREATIONS OF 


ELLEN KAUFMAN STUDIOS 


333 FOURTH AVENUE 
NEW YORK 
Telephone GRamercy 3-7242-7244 











It's Coming! 
THE BIG NEW 
SHERMAN 
Display Guide 
with 


53 Display Ideas 


he new Sherman Guide brings you 
3 display ideas to help you sell more 
merchandise! It’s jammed, too, with 
brilliant new panels in 12 colors 
giant photo murals in color grand 
display materials to help you step ahead 
in “42! Your display dealer will soon 
be featuring this powerful display guide 
and the record-breaking Sherman line 
for Spring and Summer! 


See Your Display Dealer 
or Write for your FREE 
Advance Copy 
SHERMAN 
PAPER PRODUCTS CORP. 
Dept. D-1 
Newton Upper Falls, Mass. 





Make your displays live 
“, . « With SpeedWay Motion — 


Animate your displays with SpeedWay Motors 
and Mechanisms . . . force attention, demon- 
strate and sell, multiply the effectiveness of 
your merchandise display, stage your specials 
on SpeedWay Turntables, that show all sides, 
tell more, sell more. SpeedWay is display 
animation headquarters with Turntables from 
5 to 500 Ibs. capacity and a complete line of 
back-geared miniature electric motors and 
ti mechani , that will produce any 
motion or series of motions at any speed; 
that plug into any 115 V light circuit, can be 
set up anywhere. 
Write for catalog of SpeedWay Display 
Motors or better still, send rough sketch and 
describe effect wanted. SpeedWay experts 
will tell you how to do it and the costs. 
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MERCHANDISE ARRANGEMENT 
[Continued from page 42] 


We worked out a system of leaving this 
square intact by filling orders from reserve 
stock. We then held a meeting and _ in- 
structed the salespeople not to break up this 
square at any time as all reserve stock is 
kept near this square, making it easy to fill 
“takes” and “send” orders. There are four 
more squares in this aisle and each square 
was given a similar treatment. 

We then tackled our next problem in this 
There are about five cases, each 
approximately 10 feet long, standing in 
front of wall shelving. These cases were 
used for display purposes. As our biggest 
problem in this department was the lack 
of space for reserve stock, it was decided 
to utilize the stock as well as 
display. 

A three-section veneer panel layout was 
made for each case at a cost of $17 per case. 
These panels are built on an angle and have 
an ll-inch flat top so that heavy articles 
can be placed on them. In the first case 
we wired on the panels gun accessories— 
such as gun plugs, shot gun pellets, wooden 
plugs, gun oils. This case, incidentally, 
was in front of our wall case where the guns 
were on display. All of these accessories, 
which formerly were in a wall case 40 feet 
away from the guns, have been neatly ar- 
ranged in back of these veneer panels. This 
(a) Shows 


aisle. 


cases for 


case now serves several purposes: 
accessories at point-of-sale, often re- 
sulting in an additional sale; (b) adds 
approximately 15 cubic feet of additional 
reserve space in floor case; (c) adds addi- 
tional space in wall case, making for a better 


gun 


arranged department. 

The other four this 
treated in a similar manner. 

In aisle No. 2 the tables in front 
of the elevators were converted into selling 
merchandise arrangements. Three platforms 
were built at a sloping angle and covered 
the tables. At this particular time of the 
year ice and roller skates were shown. Two 
of the platforms were covered with snow- 
cloth. One pair each of all the women’s 
ice skates were wired on individual boards 
that were slotted to hold the merchandise, 
and these boards were nailed to the sloping 
platform. 

One 


cases in aisle were 


three 


large told the general 
about the In back of each pair of 
skates a and_ stock 


number made it possible for a customer to 


sign story 


skates. 
descriptive price card 


make a quick decision; many times a more 
item 1s bought this 
The men’s ice skates were given a 


expensive because of 
display. 
similar treatment. 

The tables in 
as tor the first aisle. 
which formerly 
boxes and other 
cleaned and three display units were built 
and installed on the A small ledge 
at the other end of the department was con- 
attractive hunting clothes 


No. 2 were arranged 
In this aisle an untidy 
with 
was 


aisle 


ledge, was. strewn 


unnecessary items, 
ledge. 
verted into an 
display. 

While this cleaning-up 
department was going on it was found that 


process in the 


every move we made was viewed very sus- 
piciously by the salespeople, especially the 
older ones, so it was decided to educate the 
what we were doing. The 


sales force to 
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hardest job of merchandise arrangement 
the maintenance of the arrangements and 
doing a good educational job with the sa] 
people we felt we would enthuse them 
stead of “forcing” something on th 
Therefore, a few weeks later when the 
partment was fairly well arranged the w: 
held his first meeting and gave the follow 
talk to the salesforce in this department 

“A new phase of selling and merchan 
ing has come to the fore; that of ‘dis; 
selling merchandise arrangement.’ \ 
spending thousands of dollars bringing « 
tomers into the store, we fall down on 
final step of a good selling job by lx 
poor housekeepers. 

“Put yourself in the customer’s place: 
customer reads an advertisement tellin; 
glowing story of a certain piece of mercha: 
dise. The customer comes downtown 
sees a beautiful dramatized window on thi 
merchandise showing how the merchandi 
would look in a natural environment. This 
creates, more than ever, a desire to possess. 
The customer then comes into the 
making a bee-line for the department where 
this merchandise is being sold. As the cus- 
tomer nears the department a picture is rap- 
idly being formed in his mind. If it’s ready 
to wear—how it will look on them; if it’s 
home furnishings—how it would look in his 
home; or if it’s a sports item, such as tennis 
or badminton or golfi—how much fun and 
enjoyment he is going to get out of this 
particular item. 

“When the customer reaches the depart- 
ment, he is greeted by a smiling, efficient 
salesperson. He asks for the item and 1s 
led by the salesperson to a counter or case 
where it is being shown. Imagine his re- 
sentment and disappointment when he 
this item piled high on other merchandise, 
looking like so many match sticks, instead 
of the fine wares they expected to see. Or 
if they should come into the department, 
and at that particular moment everyone 1s 
busy, they will start looking around for the 
thing in which they are interested. Now 
if this item is shown in a neat and orderly 
fashion, with a descriptive price ticket, they 
will inspect it and when the salesperson ap- 
proaches, the customer will know just what 
he wants and your job of selling is made 


store, 


sees 


much easier. 

“T will try to explain briefly to you what 
selling stock arrangements are and how 1m- 
portant a part you have in this new set-up. 
Kvery inch of space in this department 1s 
valuable selling Merchandise _ that 
is shown under untidy and crowded condi- 
repulsive to our customers 


space. 


tions becomes 
and makes our selling job a harder one. 
Therefore, the following have been 
taken to make your department good clean 
selling space. 

“1. Standardize the tables in this depart- 
ment. 

“2. Cover the tops of tables 
leatherette and build them, mak- 
ing it possible to pyramid your merchandise 
and give you more display space. 

“3. Display a complete selection of mer- 
chandise without crowding the tables. 

“4. Work out an arrangement whereby all 
your reserve stock is kept near your selling 


steps 


your with 


risers on 


arrangements. 
“5. Standardize the sign system in you 
department whereby all of your tables \ 
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us’ 1/8 cards for a descriptive story and 
eycry piece of merchandise will use a 1/32 | 
card for a descriptive price card. 

6. Invite customers into our department 
by taking every piece of untidy surplus mer- 
chandise off of the floor so they can walk 
into the department instead of stumbling in. 

“7. Study customer reaction with regard 
to our merchandise layout and rearrange 
our merchandise, making it easier for the 
customer to shop and easier for you to sell 
them. 

“Your cooperation will be appreciated 
and expected, so make your selling job an 
easier one by following our new layout. 

“1, At no time should a piece of merchan- 
dise be taken off of a table unless there is 
no more left. Show customers the mer- 
chandise on the table, but fill your orders 
from reserve stock. 

“2. Your selling arrangements must be 
kept intact at all times. 

“3. Know where the reserve stock is 
kept. It will save you time and energy. 

“4. If a piece of merchandise must be 
sold from your selling stock arrangement, 
replace it at once with something else and 
have your section manager order a descrip- 
tive price card at once. 

“5. Each one of you is responsible for 
some section in your department and it is 
your job to clean out your stock bins, and 
above everything else, keep your selling 
stock arrangement clean at all times. 

“If you have any problems in regards 
to your merchandise layout, please feel free 
to discuss it with the heads of your depart- 
ment or myself, and we will give your sug- 
gestion every consideration possible. 

“The selling stock arrangement depart- 


ment is dedicated to you, the salespeople, t | . : 
help make yous selling job a more eftcent | Bring The Fresh Green Vacation Appeal 


and pleasant one.” 

This lecture was accepted very enthusias- 
tically by the salespeople and was followed 
by other educational talks. The salespeople 
feel as though they are part of this mer- 
chandise arrangement department and the 
maintenance of this department is simplified. 

We feel that a step in the right direction 
has been taken. The newest and most nec- 
essary phase of retail merchandising, that 
of merchandise arrangement, is a welcome 
contribution in times like these. 
Phosphorescent Paint 
Offered For Display 

Many novel display applications are seen 
for the new “Lumi-Tone” phosphorescent 
paint recently placed on the market by the 
General Luminescent Corporation. The ma- 
terial is visible in total darkness. It is said 
to be entirely harmless, containing no ra- 
dium. The paint is also recommended for 
blackout purposes. Information can be ob- 
tained from the company at 732 Federal 


street, Chicago. 


Broadstreet's Appoints 

Allison Display Head 

Broadstreet’s, men’s specialty chain with 

lquarters in New York City, has ap- 

pointed Sheldon Allison as display manager, 

following the resignation of I. Vogel. The 

latter plans on moving to Florida. Allison | 

has been assistant display director for the | 

t | 
‘ 


1 


Irn: for a decade. 
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You are cordially invited to view the 
1942 Line of 
SPADEA 
Mannequins 


at our show room—A41 West 57th Street 
New York. New York 


Telephone: PLaza 8-1572 
















TO YOUR SOUTHERN 
WEAR DISPLAYS ... With 


EATON GRASS MATS . 


You'll capture the spirit of tropical vacation-land 
with smooth, velvety Eaton Grass Mats to set off 
your apparel for the Southern traveler. It's the 
proven way to help make customers stop, look and 
BUY. Eaton Grass Mats fit in ideally with all types 
of window, counter and other displays. 

Economical, long-lasting. Ask your display 


jobber. 


EATON BROS. CORP. 


HAMBURG, NEW YORK 
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| CARSTENITE 
RED i KUT LETTERS (Actual Wood, St pee el 
DIE CUT CARDBOARD LETTERS whe tient See 


Popular sizes, styles and colors. Write for eSigns e Backgrounds 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 
524 S. Spring St. Los Angeles, Calif. 


@ Displays @ Fixtures 
Send for free Sample and Literature 


: 228 NO. LASALLE ST. 
Carstenite Sales ** Oo; GOTT. 
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ADVERTISERS AND 1942 DISPLAY 
[Continued from page 16] 
A. B. Simmons 
The Griswold Manufacturing Company, Erie, Pa. 

During these stirring and troublesome 
times, display advertising may, with many 
concerns, be radically different during 1942 
from previous years. Many businesses are 
oversold — others handicapped by shortage 
of materials and stock, priority require- 
MENTS, CIC. 

The tendency in an oversold market is to 
discontinue or curtail advertising, display 
material included; however continuity of ad- 
vertising effort through good times and bad 
has its reward—trade names and products 
are kept before the public, insuring them 
recognition and acceptance at all times. The 
regular use of advertising displays and other 
promotion methods in the most efficient way 
will get the larger shares of business avail 


able 


Robert A. Whitney, Sales Promotion Manager 
Corning Glass Works, Corning, N. Y. 

During 1942 we are planning to use more 
display material than has ever been used in 
the history of our company. 

Our present program includes display ma- 
terial, not as a single item, but as part of 
the complete sales promotion campaign com- 
posed of national advertising, display mate- 
rial for dealers’ windows and counters, di- 
rect mail pieces for their statement mailings, 
newspaper mats and reprints for retailers’ 
use in their local advertising, and announce 
ment sheets for distributors’ salesmen. The 
success we have had in getting our dealers 
to use most of the 100,000 window displays 
we send out each year can be attributed not 
only to their design, but also to the new 
method of tying them in completely to this 
sales promotion campaign. 

Many manufacturers who use displays be- 
lieve that it 1s necessary to make each dis- 
play different from the previous one. Our 
approach to this display problem has been 
just the opposite! While we do design dis- 
plays that are different in shape and treat- 
ment, our entire plan is to keep the color 
scheme harmonious with previous displays. 
As a result, we find a great number of our 
retailers carefully saving our display mate- 
rial and reusing it when they receive our 
new display pieces. As a result instead of 
getting only a small spot with a single dis- 
play piece in a store window, many times 
we are able to obtain a complete window 
because all of our display material ties to- 
gether, giving the dealer the opportunity to 
use three or four of the older pieces with 
the new, and thus make an attractive large 
display 

Another contributing factor to the success 
of our display program is the fact that we 
tie-in directly with our national advertising 
campaign. The copy layouts, and illustra- 
tions in most cases of our advertisements, 
are designed with the thought in mind to 
use them as a basis for our displays that are 
sent out at the same time. This enables 
our customer who reads our advertisement 
in a magazine or a newspaper to recognize 
our display, and as a result remember her 
desire to purchase our product. 

\nd so with these and a few other fac- 
tors as a basis for design and distribution, 


more of our displays are being used than 
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ever before to feature and sell our products 
of “Pyrex Ovenware” and “Pyrex Flame- 


ware.” 


N. H. Terwilliger, Sales Promotion Manager 
Zenith Radio Corporation, Chicago 

A timely theme doubles the value of dis- 
plays. Pick your theme and = carry it 
through on every piece of point-of-sale and 
your impressions on the consumer will mag- 
nity. 

The patriotic display motif in red, white, 
and blue is doing double duty for Zenith 
dealers everywhere. The theme, which had 
its beginning in the oft’-heralded “Pros- 
perity Line,” first honored America’s early 
efforts to aid the democracies which brought 
to the wage earner a new prosperity. 

Then came the seller's market and a 
sharply rising demand for merchandise be- 
yond the abilities of manufacturers to meet 
it. The Zenith patriotic display program 
took on a new and vital meaning for every 
dealer. 

The brilliant colors today speak for co- 
operation in the war effort. They create a 
new bond between the dealer and his pros- 
pect. They are explanations for the small dis- 
appointments that beset these times. They 
speak with silent language that Zenith, the 
dealer and the customer are all buddies in 
this war business. 

Every current Zenith household display 
save one carried these themes: the one ex- 
ception —a frequency modulation display - 
offers an entirely different approach. The 
exclusive use of a single girl model, in many 
poses, in a specially designed red, white, 
and blue wardrobe, was the highlight of 
the display program which, in spite of 
the times, promises to be a singular suc- 


Cees. 


Joseph Lesac, Assistant Advertising Manager 
Phoenix Hosiery Company, Milwaukee 

Point-of-sale displays are important and 
essential to any manufacturer’s product 
turnover, from the large nationally known 
house to the small local manutacturer. How- 
ever, it is extremely more necessary for the 
national advertiser for several reasons. 
Point-of-sale displays are a last resort or 
contact with the potential purchaser before 
actual buying. Such displays may often 
reverse a shopper's original purchasing de- 
cision, and for that reason consistency of 
advertising by the large manutacturer is 
necessary. 

In other words, a national advertiser has 
a great investment in national space, news- 
papers or magazines, which must be. pro- 
tected. Naturally, window and departmen- 
tal displays, effecting a complete tie-up be- 
tween national advertising, local newspaper 
space, and point-of-sale displays can go a 
long way toward insuring the purchase of 
his product. That is why we give so much 
consideration to the development of effective 
display material on our hosiery. We have 
every confidence in it and our dealers have 
every respect for it to attract consumer at- 
tention to a nationally famous brand. 


Edwin Fontanella 
Manning, Bowman & Co., Meriden, Conn. 
Point-of-sale displays are, to say the least, 
necessary; the crowning and final touch to 
an advertising program which can not be 
complete until this last step has been taken. 
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Whether the display is a merchandiser 

just an illustrative and descriptive displa 
there can be no doubt that a consumer 

materially influenced by it in his final de 
sion to purchase. It stands to reason th; 
unless a product is properly presented 

the consumer brought into a store by a pt 
gram of advertising, the desire for tl} 
advertised goods does not reach the buyi: 
pitch. 

The proof that displays are liked, want 
and needed by dealers reaches us in t 
form of requests for display material d; 
after day all through the year, becomi: 
particularly heavy during the fall season 
Christmas buying when, more than ever, t] 
display is looked upon to complete the a 
vertising picture. 

M. W. Dallas, Advertising Manager 
E. C. Atkins & Co., Indianapolis, Ind. 

Even in times like these, when it may bi 
difficult to obtain materials for our products 
for civilian requirements, we are heartily 
in accord with the idea of continuing as 
much point-of-sale advertising as possible. 

We have not as yet been compelled to 
increase our consumer prices but have ab 
sorbed the increased manufacturing cost, 
and at the same time have maintained ou 
high standard of quality. 

A budget has just been O.K.’d for point 
of-sale displays, and we know that what 
ever we do in this line will cost us more 
than it has for some time past, which addi- 
tional increase will be borne by ourselves 

We are unanimously following the prac- 
tice that consistent use of the proper typ¢ 
of advertising, whatever form it is, is as 
essential, if not more so, now than it was in 
the same period in the last war. 

R. M. McCreight, Sales and Promotion Mgr. 

Jantzen Knitting Mills, Portland 

Our advertising and promotion plans are 
going ahead just as they were scheduled. W:« 
recognize the necessity of maintaining our 
promotional force; after all we still have a 
job to sell merchandise and we don't feel 
that this could be economically done unless 
we pursue well-laid plans. 

Your chief interest is what we plan on 
doing in the display field. Again, as in the 
past several years, our displays are very 
comprehensive. We have some very unusual 
and different things to offer our merchants 
this vear and they are right into the present 
day thinking. 

All of the display material which we ar 
making available has become very definitel) 
“functional.” Every piece of display mate- 
rial for every large itinerant window displa 
that we put out will be built around thi 
idea that “you must show merchandise in 
order to sell it.’ We don’t mean by this 
that we are building displays in which a 
store must take a prearranged pattern and 
use it, but we endeavor to supply the ele- 
ments and make them flexible enough so 
that the displayman can adapt them to his 
own requirements. Our display material has 
had exceptional reception since we hav 
taken it out of the “pretty picture” class. 

With the exciting events of the day con- 
tending for reader-attention in the mag 
zines and newspapers, we feel that window. 
displays are assuming an ever greater 1 
portance. 














¢ 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 28] 

majority of exhibitors at these shows will 

start them up again. That select few who 

control the opinions and actions of a show 

need a good selling job by all of us. 

Item 6: Every last one of us is receiving 
a liberal education in material versatility. 
We are finding new uses for old materials 
that are proving startling to ourselves. We 
are finding uses for new materials of which 
we never thought. When this is over, we 
will be given amazing new things to work 
with and new materials to turn into displays. 
We must keep abreast of these lightning-like 
new developments coming about right under 
our noses. We who design, at the end of 
this emergency, will be called upon to know 
all about such things as plastics, light metals 
of new type, wood substitutes, sprayed fin- 
ishes other than paints, and a_ thousand 
and one others. It's information we can 
not afford to be without, and now is the 
time to learn all we can about these new 
things. 

So maybe the shop isn’t so busy, and 
maybe the boss doesn’t think much of the 
possibilities at hand, and maybe we're not 
quite sure which way things are heading; 
we're all in the same boat together; the 
fellow who. straightens out his’ thinking, 
streamlines his outlook, and digs a_ little 
harder than the next one, is the one who 
will retain his self respect, profit by expe- 
rience, and be a better designer for having 
gone through it. Just remember that there 
is never and will never be a_ priority on 


ideas. 


Displays To Be Used 
More Definitively 

\ recent survey conducted among national 
advertisers, lithographers, and designers by 
\dvertising Age, Chicago, indicates that 
point-of-sale displays will be used vigor- 
ously during 1942 by many major companies, 
but that there will also be more care taken 
to see that the displays reach only outlets 
where they will be used properly. 

In the food, drug, toiletries and tobacco 
field, according to the report, indications are 
that the use of window and counter displays 
will be on a scale at least comparable to 
1941, with some firms planning still larger 
use of display. “The chief changes,” says 
the report, “to be noted in current display 
Planning involve the use of thinner mounting 
board; possible decrease in the use of die- 
cut displays where heavy board is required; 
possible curtailment of motion displays it 
new revenue interpretations point to a heavy 
levy on such units.” 

In regard to the tax on motion display 
devices, passed recently by Congress, there 
has been some confusion as to whether the 
10 per cent levy applies only on the cost 
of the motion mechanism or on the entire 
display with which it is used. While this 
remains to be clarified by an actual deci- 
Si the general opinion is that the tax 
applies on the complete display. 

is also reported that many national 


advertisers are planning to watch their dis- 
pl program more carefully than in the 
Past, with emphasis on getting their mate- 


ised by the retailer handling their mer- 


1; 
Lise, 


This will mean more supervisory 
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action on the part of sales representatives 
and the result should be less waste in dis- 
play. 


Display Department Concerned 
In Labor Board Action 

The New York State Labor Relations 
Board has filed an application in the Su- 
preme Court, seeking to enforce a decision 
the board made on November 25, 1941, 
against Bonwit Teller, New York City, after 
hearings during which the store was charged 
with being guilty of untair labor practices 
in dealing with its display department. The 
charges were made by Department Store & 
Warehouse Employes Union, Local 1499, 
R. C. 1. P. A., American Federation of Labor, 
which claimed that the firm had refused to 
bargain with that union as representative 
of the display employees. The store denied 
the accusation of unfair labor practices, but 
acknowledged that it had declined to  bar- 
gain collectively with the union mentioned 
above. The Labor Relations Board, tollow- 
ing the hearings, ordered Bonwit Teller to 
desist from its refusal and the application 
filed with the Supreme Court seeks to en- 
force that ruling. The results have not yet 
been made known. All Bonwit Teller display 
department employees are concerned, with 
the exception of interior stylists, secretaries, 
clerical employees, supervisory emplovees, 
and those working in the White Plains 
branch of the firm. 


Photographs Of Naval Planes 
Offered Free For Display 

Flying and Popular Aviation, published 
at 540 North Michigan avenue, Chicago, is 
offering tree for display purposes a remark 
able collection of photographs of the most 
modern types of fighting planes used by the 
United States Navy. 
in full color and gravure, are included in 


Forty-eight pictures, 


each set. They are technically correct and 
are said to be of proper size to be mounted 
for window display. The magazine will also 
furnish large black and white blow-ups of 
the most striking photographs at no charge 
The only requirement for obtaining these 
timely pictures is that credit be given th: 
magazine on a small card when they appeat 
ina display. 


Another Displayman 
Joins The Army 

Harvey Hurewitz, also known as Harvey 
Harmon, of the Ace Paper Company, New 
York City, has signed up for army service 
and would lke to hear from his friends in 
various parts of the country. He can be 
Private 
Harvey Hurewitz, 518 M. P. Battalion, Com- 
pany B, Fort Jay, New York. 


reached at the following address: 


Larger Quarters 
For Stroock 

Stroock Display Company, designer and 
builder of window display backgrounds, set 
pieces and traveling displays, has removed 
to enlarged quarters with 10,000 square teet 
of space at 500 West 52nd street, New York 
City. A special department for the con- 
struction of interior displays will also be 
enlarged, Edwin M. Stroock, president, re 
ports 
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BIRCH POLES 


8 TO 14-FOOT LENGTHS 


Approx. 2-inch diameter, per foot 20c 
Approx. 4-inch diameter, per foot 25c 
WHITE BIRCH Paper Veneer, rolls 33 inches by 8 
feet, per roll $4.50 


BIRCH PANEL UNIT—Complete as shown; 7 feet 
high by 3 feet wide; two-tone yellow jonquils and 
forsythia with green foliage; white birch paper 
veneer background, framed with birch poles; 
sturdy construction; specially priced at $17.50 
Beautiful Flower Line, Grass Mats, and Other 
Spring Items for Immediate Delivery 


GENERAL DISPLAY CORP. 


140 W. FOURTH ST. CINCINNATI, OHIO 








Feather- 
Weight 


Mannequins 


We feature an unusual 
line of smart, new figures, 
amazingly light in 
weight, designed espe- 
cially for higher-type de- 
partment store and spe- 
cialty shop use. 


WRITE TODAY FOR PHOTOS 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


Baitimore, Md. 


314 N. Eutaw St. 














OUR NEW 
Spring 
AND 
Summer 


>. = Line 
IS BIGGER 
and BETTER 


than ever! 


MAHARAM 
CAN FILL 
EVERY 
DISPLAY 
NEED 


a = 
FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


Los Angeles 
819 Santee St. 


St. Louis 
915 Olive St 


Chicago 


6 E. Lake St. 








Be Prepared For 


BLACKOUT 


with Dark Green 
WIDEROLL 
BACKGROUND ART PAPER 


For Large Glass Windows: 


RESTAURANTS, STORES, 
FACTORIES! 


Apply to glass with gummed tape or staple to 
frame. 


May be rolled up and ready for emergency use! 


TEN FEET WIDE 


Ten Yard Rolls 
Fifty Yards 


Other WIDEROLL Colors 


Dusty Pink Amethyst 
Air Blue Fired Clay 
Sun-Glo Flag Red 
Foam Green National Blue 


Order through your dealer or 


WIDEROLL | 
PAPER COMPANY 


4815 FLOURNOY ST. - - CHICAGO 





| quin over there.” 
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A CHANGE OF PACE 
FOR PIECE-GOODS 

[Continued from page 30] 
time than it takes to tell it. Salespeople 
are, by now, used to customers who insist 
they want to buy “the dress on that manne- 
His is an art which dis- 
playmen tell me is fast becoming extinct, 
and to him goes a large part of the credit 
for making this department as effective as 
it is. 

The department was entirely designed and 
constructed by store-help under the direc- 
tion of Pogue’s operating superintendent, 
Walter Henne. Cromwell told me that since 
the department's opening, business has shown 
a substantial increase. 

Upon leaving Cincinnati and all during 
the balance of a southwestern trip, I found 
myself becoming increasingly “piece goods 
conscious.” I saw as many piece goods 
buyers as 1 could and asked them as many 
questions as they would stand. When I 
returned to New York I set out to verify 
what I had seen and heard and began a 
round of fabric manufacturers and pattern 
publishers. All these people had the same 
general story to tell me: business was well 
up over last year, in instances as 
much as 70 and 80 per cent. Sifting these 
various opinions, I think it would be a 
safely conservative guess to say that piece 
goods business throughout the country was 
up an average of 30 to 50 per cent as com- 
pared with the general department store rise 
of 14 per cent at this writing. 

In this article I have attempted neither to 
solve any problems. Rather, it 
has been my intention to point out to the 
displayman the astonishing rise in the piece 
goods business and warn him of the increas- 
difficult problems which are 
arise departments. 


some 


create not 


ingly display 


certain to from these 
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Piece goods buyers in general seem to c 
sider themselves display orphans; I’m afra 
that in many cases they are not far wro1 
When a buyer begins to show a substant 
business increase, their first thought, as d 
playmen well know, seems to be to 4 
for more display. I hope this will serve 

a warning to the displayman that he is sown 
to hear plenty of yelling from the pi 
goods department. 





Fifth Avenue Association 
Announces Display Winners 

The grand prize in the Fifth Avenue Ass 
ciation’s annual Christmas window display 
contest has been awarded to Benno de Terey, 
W. & J. Sloane, according to Jean McLaren, 
manager of the association’s department of 
window display standards. First prizes 
each separate classification went to the fol 
lowing: James Gosling, Franklin Simon's; 
Peter J. Fink, C. G. Gunther’s Sons; Clarice 
Saymon, Marcus & Co.; Betty Godfrey, 
Elizabeth Arden; Alois Fabry, Wallach’s; 
W. L. Wardrip, I. Miller; Ernest Schwad- 
ron, Rena Rosenthal; Vincent Abbott, Aber- 
crombie & Fitch; Letizia Buitoni, Perugina; 
A. L. Sauviat, Canadian National Railways. 

Designers of windows receiving honorable 
mention were: Mrs. Rosette Pennington, 
Chez Rosette, Inc.; Henry Zimmerman, 
Weber & Heilbroner; Joseph Mack, E. B. 
Meyrowitz, Inc.; Frederick J. Grieve, G. 
Schirmer, Inc.; Gilbert H. Riley, F. W. 
Woolworth Company. 


Arthur Weber Joins 
Portsmouth Store 

Formerly with Art Cohen & 
burgh, Arthur Weber is now 
Fashions, Portsmouth, Ohio, in 
display and advertising. 


Pitts- 
Atlas 
charge of 


Cox. 
with 





—'This is the third straight year Jackson hasn't been able to find his way out of a 
January sale window!"— 








nm 
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English Display Highlights 


DISPLAY WORLD 


During The War 


February, 1940: Trade magazine articles 
were stressing duty of display in war-time 
to create sales, as usual, but also to “cheer 
up the lives of the people.” 

There was a greatly increased demand for 
display and display materials on the part of 
retailers. Supply houses were having trou- 
ble filling orders. 

[he Ministry of Home Security made a 
ruling which permitted display illumination 
possible in blacked-out windows, even if on 
a greatly restricted basis when compared to 
previous lighting. 

March, 1940: The display supplies problem 
was becoming more acute. 

No government-sponsored display program 
had been adopted. A few displays urging 
the public to open savings accounts in the 
postal savings bank appeared, but nothing 
else. The war was in the “phony” stage at 
this time. 

Patriotic displays were installed by indi 
vidual stores acting on their own initiative. 

\pril, 1940: A campaign was undertaken 
by several leading British displaymen and 
display factors to get the government to use 
display as a regular publicity medium. The 
Ministry of Information had as yet made 
no such use of it. Display people pointed 
out to the Ministry that display could be 
used to bolster the morale of the people, and 
could do an educational job in many ways. 
It was suggested that the Ministry furnish 
blow-ups, photographs, and other related 
display material dealing with the war, to be 
released regularly, 

May, 1940: Still there were only scattered 
displays with a war theme, these being in 
stalled by displaymen in retail stores act 
ing on their own. The government had taken 
no action. 

June, 1940: Display factors continued to 
urge the adoption of a government display 
program; various organizations passed reso- 
Display 
trade papers, in the absence of such a pro- 


lutions expressing such a_ wish. 


gram, continued to urge displaymen and re- 
tailers to install their own war-effort dis- 
plays; photographs of these displays were 
invited, with the intention of forwarding 
them to the proper parties in the govern- 
ment so as to stimulate their interest. 

July, 1940: The Ministry of Information 
finally acted, appointing a fairly prominent 
displayman to the Ministry staff to look 
Ministry 
planned to issue a fortnightly bulletin to 
displaymen, setting out the theme preferred 


by the government for the following two 


after the display angle. The 


week period; suggestions were to be in- 
cluded as to how the theme could be best 
developed. Where necessary, properties and 
accessories were to be made available, such 
as photographic reproductions, blowups, en 
larged maps, etc. The actual choice of the 
subject was with the government, but a com- 
mittee representing “retail and practical dis- 
p! interests” was to work out details of 
nterpretation and give practical assistance 
In production. The releases were to be as 


1 
ne 


lv simultaneous all over the country as 


possible, and purely non-commercial in na- 
ture. No attempt at display regimentation 
was to be made. All properties were to 
be furnished at cost. 

The retail use of war-theme displays took 
a sudden spurt about this time, most dis- 
playmen acting on their own. Such themes 
as the following were used effectively: “Sol- 
diers of the Kitchen Front;” “It all Depends 
on Me!;” “Salvage of Waste Materials.” 
“Save Paper;” “National Savings;” “Power 
of the Pound;” “Tribute to the R. A. F.;’ 
“Careless Talk Costs Lives; “Here is What 
You Can Do!;” “Carry Your Gas Mask 
\lways.” 

August, 1940: The first Ministry of Infor- 
mation displays made their appearance—not 
too well done at first, but improving later. 
Retailers and displaymen responded very 
well. Hundreds of displays were used all 
over the country on the government's theme 
This was “Hold Fast and We Win!”, con- 
sisting of Churchill's photograph, a montage 
of war scenes, and posters bearing the Union 
Jack. The actual use of this material was 
left to the displayman and this kept variety 
and interest in the displays—each was differ 
ent, though of a related nature 

Displaymen were becoming hard to find to 
fill vacancies caused by the demands of the 
armed forces. 

September, 1940 
government’s theme, asking the public to be 
completely ready for any emergency 

Still more stores were using the Ministry 


“Be Prepared” was the 


of Information’s display ideas and material. 
The latest release dealt with the British 
navy. 

\n advertising publication recommended 
that every display window in Britain be reg 
istered with the government and that a regu- 
lar proportion of the space be alloted to 
government propaganda needs. 

October, 1940: Even under intense ait 
blitz, English display kept up even better 
than had been expected or hoped. 

The Ministry of Information division de 
voted to display reported it was working 
to full capacity because so many stores were 
using its display releases and material. The 
current theme was “Up Housewives, And At 
"Em !” 

November, 1940: The Ministry of Home 
Security arranged to keep on file ways of 
protecting windows from blast. 

January, 1941: The problem of bomb blast 
and protection of glass windows engrossed 
English displaymen. 

March, 1941: The Ministry of Information 
was severely criticized for dropping the use 
of display propaganda in November of 1940, 
for no explained reason. The trade journals 
complained of an unappreciative and un 
sympathetic attitude on the part of the gov- 
ernment authorities in charge 

The Ministry of Foods, on the other hand, 
having tried out display as a form of pub 
licity, was using it increasingly and with 
very good results. 

The Ministry of Information did set up 

[Continued on page 79] 
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TIMELY, ATTENTION-COMPELLING 
REGIMENTAL INSIGNIA PLACKS FOR 


PATRIOTIC DISPLAY 








LARGE-SIZE 
(8Ygx11 Ye) 
FULL - COLOR 
OFFICIAL 
REGIMENTAL 
INSIGNIA 


exactly as man- 
ufactured by us 
for various regi- 
ments; glazed 
surface... un- 
breakable... 
washable. Com- 
plete with easel. 
Seven assorted 
regiments, 


$1.Q00 


posi Dafantt® 


GLAZED, WASHABLE 


REGIMENTAL PLACKS 


An up-to-the-minute idea for any patriotic 
window ... any men’s wear display . . . for 
any spot that requires color and interest. 
Assortment includes regiments from infantry, 
field and coast artillery, engineers, air corps, 
medical. Your ingenuity will suggest dozens 
of uses. Be first to use Regimental insignia. 
MONEY BACK OFFER: 7 placks for $10, prepaid. 
(Or you pay charges C.O.D.) If not satisfactory on 
receipt, return within two days for full refund... 


no questions asked! 


REGIMENTAL PRODUCTS CO. 


221 WEST 57th STREET + NEW YORK, N. Y. 


SAVE TIME---DO A 
BETTER PAINTING JOB 











THIS Pasel Airpainting Unit 


Ideal for painting back-grounds, display material 
and hundreds of other jobs. Produces eye catching 
blended effects, spatter or a smooth finish easily 
—quickly: Unit weighs only 30 Lbs. Dependable, 
high quality compressor plugs into ordinary electric 
socket—operates quietly. Every Display Artist or 
Sign-man should have one of the low priced out- 
fits. Sold by Better Art Supply Dealers everywhere. 


Send for new 4 page Bulletin A-11-41. Gives com- 
plete information and prices on Paasche Air Equip- 
ment, colors, Airpainting Units. 


2h Mlauk Cae 


In Canada: The Hughes Owens Co., Ltd., Montreal 
The Art Metropole Co.. Ltd., Toronto 





Endorsed and Used by: John David, ete. 
Patent No. 1,808,459 


Goodman Flexible Sleeve Form Company 
19 West 34th St., New York, N. Y. 


1 SLEEVE F'ORMS 
The only Sleeve Forms made to conform 
with your specific need. The display man 
or merchant who specializes in individual 
styles of window displays will make his 
window trim an outstanding feature with 
Goodman Patent Flexible Sleeve Forms. 
» 
1 SF 
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What Kind Of Display Material 


Will Grocery 


Stores Use? 


By NORMAN LEWIS, President 
The Ridgway Advertising Company, St. Louis 


This article is the result of a 
cently made, in the 
food product clients, among a considerable 
number of grocery stores of all types. It 
then checked by the advertising man- 
ager of one of the largest wholesale grocery 
houses in the Middle West and by the editor 
ot one of the leading grocery trade papers. 
The latter said, “I with every state- 
ment made in your article. You have done 
covering the major 
suggestions as to 


survey re- 


interest of our several 


Was 


agree 


good job in 
that I 
additions.” 
First of all, the survey showed that it is 
becoming more and more difficult to get any 
kind of manufacturer's display material used 
This is particularly true 
that 
than 
trend in 
display of 


such a 


points have no 


in grocery stores. 
of material to be used inside the store; 
floor, rather 


Because of the 


is, on walls, counters or 


in the windows. 


food stores toward open mer- 


getting to be 
hence, 


chandise, there 1s less and 


less available counter space less 
room for display cards. 

In the bigger and better stores—the larger 
independents and the supers—there are two 
main opportunities for the use of display 
material inside the store: (1) 
displays of the merchandise, with a display 
reproduction of a national maga- 
zine ad on top. Such displays are usually 
arranged and put up by the manufacturer's 
A small 
display card on the small table or stand, at 
the front of the store, which holds the cash 


One or two concerns like Wrigley 


Large floor 


card or 


own salesmen or specialty men. (2) 


register. 
and Life Savers have already monopolized 
this fine spot in most stores, not only with 
a display sign but with actual merchandise, 
which, naturally, sells itself easily to a per- 
son standing there with a handful of change. 

So much for inside store displays, in the 
larger stores. As to window displays, a 
manufacturer can still get plenty of these in, 
through his 


if he himself sales- 


men or specialty men, to have the work done 


arranges, 


by a professional displayman. In other 


words, the store owner is too busy to do 
much window display, but he is willing to 
let the manutacturer do it if the latter 
stands the cost—usually around $1.50 each, 
if fifty or more stores are contracted for at 
National advertisers like 


deal of this work, of 


the same time. 
Pet milk do a 
course. 

In the big 
less and less opportunity for 
tendency of the 


great 


supers, there is going to be 


window dis- 
because the 
build) their 
and more without display windows. 


plays supers 


is to new deluxe stores more 


applied 
chains, supers, 


The foregoing comments have 


mainly to the larger stores: 
: 
and large independents. 

In the small, neighborhood grocery store, 
commonly known as a “papa and mama” 
store, and in the small town or rural grocery 
general store, there is, of still 


and course, 


plenty of opportunity for a manufacturer 
to get his display material in; although even 
here, the more of it he does himself, through 
his sales force, the better his chances of hav- 
ing it done. 

In the smaller stores, there is still plenty 
for the displaying of mis- 

cards. As a rule, these 
merchandise, or 


of opportunity 
cellaneous small 
against the 
wall or post; hence, putting an 
easel on the back is a needless expense. 
The will let a manu- 
facturer posters on its win- 
around 20 by 8 


are leaned 


against a 


store, 
small 
somewhere 


smaller 
stick 


too, 
dows posters 
window strips are 
manufacturers’ 
premium offer, 


inches in size. These 


widely used to tell about 


new radio programs, a new 
etc. 

Of course, the themselves of 
both large and small grocery stores (that is, 


the panes of glass), are getting more and 


windows 


for manufacturers’ use because 
practice 
this whole 
space tor a dozen or so of their own hand- 
made posters on this or that special for the 


more scarce 
of the 
started by the 


tendency of the store (a 


chains) to use 


week. 

One which is. still 
being widely used in the smaller food stores 
paper pennants or 


more form of display 
is the use of a series of 
banners strung on a cord or wire across the 
several feet above the cus- 
Frequently there is a large central 
poster, with four or six smaller ones. These 


store, heads of 


tomers. 


can be printed in one or two colors, on vari- 
ous tints of paper, or they can be elaborately 
printed in full colors. 

The indicates that there is a vast 
waste in the production and distribution of 
food store display material, because such a 
small percentage of it is actually used. How- 
ever, if the manufacturer will first make his 
own survey of his market and its possibili- 
ties, then prepare only the kind of material 
which the average store will use, and, finally, 
put it up himself through his 
organization or a professional display con- 


survey 


own. sales 
cern, he will find that point-of-purchase ad- 
vertising in food stores is still an A-1 invest- 
ment. 


Daily, Weekly Values Of '42 
In Sales Promotion Calendar 


From the birthday of Paul 
January 1, through each day and week to the 
close of what may be the most eventful year 
in our history, the Sales Promotion Divi- 
sion of the National Retail Dry Goods Asso- 
ciation, 101 West 3lst street, New York City, 
has concentrated in its sales promotion cal- 
endar for 1942 a fund of daily and weekly 
data that anything 
published by this division. 


Revere on 


trenscends previously 

The information, of obvious value in plan- 
ning merchandise offerings, is presented in 
such a way that it can be studied at a glance. 
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Above each calendar page appear compara 
tive percentage figures involvin 
monthly sales to annual sales, and the pat 
ticular department’s sales to the store 
total for that period. General suggestio: 
are given for promotions during the mont 
in question, and average publicity expend: 
tures to sales are listed for five store volun 
categories. 
“Monthly Distribution of Annual Sales b 
Districts for 1939” make 
appearance, as does also a tab! 
“How the Average Store Distril 
uted its Publicity Dollar in 1940.” Th 
calendar in the past has sold for $1.50 t 
members of the N. R. D. G. A. and for $2.5 
to non-members. 


sales 


Federal Reserve 
its first 


showing 


Jacksonville Club 
Resumes Meetings 

After a temporary suspension during tl 
summer months, the Display Club of Jack 
sonville, Fla., resumed sessions recently 
the Recreation Root of Cohen Brothers 
President Williams, Cohen's, in 
the chair. The speaker of the evening was 
). M. Avison, secretary to the merchants’ 
division of the local Chamber of Commerce 
\vison told those present that a city’s char 
acter is reflected in its store windows. H« 
praised local merchants for the absence ot 
“bait advertising” in their displays, and 
concluded by suggesting different types ot 
contests which could help to draw additiona! 
attention to display. 

A committee was appointed to work with 
the Chamber of Commerce on such a plan, 
the committee being composed of W. ( 
Cowart, Sears Roebuck & chairman 
assisted by Eugene Torrent, Kohn Furchgott 
Company, and A. Wells, J. C. Penney Com 
pany. 

The club’s next meeting will feature prac 
tical demonstrations by Eugene Torrent, 
men’s wear; John Barnett, Levy’s, ladies’ 
ready-to-wear, and Edward Williams, Kress 
Company, mass display. The speaker will 
be the assistant manager of the local J. | 
Penney Company store. 


with Ray 


Co., 


Lubbers Wins 
Contest 

First prize of $100 in the recent hunting 
window display contest, sponsored by Col 
lier’s, has been awarded to W. A. Lubbers, 
Equipment Company, South 
Checks for $10 each have also been 
sent to five other entrants in the 
Art Hansen, Jr., Peters Sport Apparel Com 
pany, Detroit; Robert Harbour, Allen & 
Jemison Company, Tuscaloosa, Ala.; Fred 
Therkelsen, Boutell’s, Minneapolis; Luther 
Harbin, Gadsden Hardware Company, Gads 
den, Ala., and R. G. Wilson, Wilson Clot! 
ing Company, Rutland, Vt. 


Recreation 
Bend. 


contest 


Promotion Given 
Oliver Johnson 
Oliver E. Johnson, who has been in charge 
of display for Wolf Wile’s, Lexington, Ky) 
for the past year and one-half, has been 
made advertising manager in addition to his 
display duties. Johnson in charge of 
display for Racine, for ten 


was 
Zahn’s, 
before joining Wolf Wile. 


years 








rt 
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TWO WAR-TIME DIS- 
PLAY PROBLEMS 


[Continued from page 51] 


of societies are flown on the same halyard 
with the flag of the United States of Amer- 
ica, the latter should always be at the peak. 
When flown trom adjacent staffs the flag 
of the United States of America should 
be hoisted first and lowered last. 

When displayed with another flag against 
a wall from crossed staffs, the flag of the 
United States of America should be on the 
right (the flag’s own right), and its. staff 
should be in front of the staff of the other 
flag. 

When it is desired to display the flag 
over the center of a public thoroughfare, 
it should be suspended vertically with the 
union to the north in an east and west 
street, and to the east in a north and south 
street. 

When the flag is suspended over a side- 
walk from a rope, extending from a building 
to a pole at the edge of the sidewalk, the 
flag should be hoisted out from the building 
towards the pole, union first. 

When the flags of two or more nations 
are displayed together they should be flown 
from separate staffs of the same height 
and the flags should be of approximately 
equal size. International usage forbids the 
display of the flag of one nation above 
that of another in time of peace. 

When the flag is displayed in a manner 
other than by being flown from a staff, it 
should be displayed flat, whether indoors or 
out. When displayed either horizontally or 
vertically against a wall, the union should 
be uppermost and to the flag’s own right 
that is, to the observer's left. When dis- 
played in a window to be visible from the 
street, it should be shown in the same way, 
that is, with the union or blue field to the 
left of the observer in the street. When 
festoons, rosettes or drapings are desired, 
bunting of blue, white or red should be 
used, but never the flag. 

Whenever a number of flags of states or 
cities or pennants of societies are to be 
arranged in a group and displayed from 
staffs with the flag of the United States of 
\merica, the latter should be placed at the 
center of that group and on a staff slightly 
higher than any of the others. 

When it is to be flown at halt-staff, the 
flag should be hoisted to the peak for an 
instant and then lowered to the hali-staff 
position; but before lowering the flag for 
the day it should be again raised to the 
peak. By half-staff is meant hauling down 
the flag to one-half the distance between the 
top and the bottom of the staff. If local 
conditions require, divergence from this 
position is permissible. On Memorial day 
the flag is displayed at half-staff from sun- 
rise until 12:00 o'clock noon out of respect 
for those who have died for it, and at full- 
staff from noon until sunset; for the nation 
lives and the flag is the symbol of the liv- 
ing nation. 

When the flag is displayed from a staff 


Projecting horizontally or at an angle from 
the window sill, balcony or front of a 
building, the union of the flag should go 
to the peak of the staff (unless the flag is 


be displayed at half-staff, in which case 
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it is raised and lowered as described in 
the preceding paragraph). 

When carried in a procession with an- 
other flag, the flag of the United States 
of America should be on the marching right. 

Whenever the flag is carried in a proces- 
sion in company with other flags, it should 
occupy a position in front of the center of 
the line of flags or on the right of the 
marching line. 

During the ceremony of hoisting or lower- 
ing the flag, or when the flag is passing in a 
parade or in a review, all persons present 
should face the flag, stand at attention, and 
salute. Those present in uniform = should 
render the right hand salute. Those men 
not in uniform should remove their head- 
dress with the right hand and hold it at the 
left shoulder, the hand being over the heart. 
Women should salute by placing the right 
hand over the heart. The salute to the flag 
in a moving column is rendered as the flag 
approaches the spectator and is held until 
it has passed. 


Jack Pollari Heads 
Chicago Club 


At the recent annual election of the Chi 
cago Display Sales Promotion Club the fol- 
lowing officers were appointed: president, 
Jack Pollari; vice-president, William Cahill; 
secretary, Les Barotsky; treasurer, H. H. 
Haney. Reports of the treasurer showed that 
the club has a= substantial balance trom 
Harold 
Wilson, Horder’s, the retiring treasurer, was 
commended for his fine work during the 


dues paid during the past year. 


year. The club gave a rising and vociferous 
vote of thanks to George Hermanson, Re- 
public Stores, the retiring president, who so 
splendidly carried on the duties of leading 
the Chicago club during the past two years 

Jack Pollari, who is a twin brother of 
John Pollari, another Chicago display per- 
sonality, has been display manager of Madi 
gan Brothers tor eleven yvears. Seven years 
ago he was also made advertising manager. 
Previous to being with Madigan Brothers, 
Pollari was with The Dayton Company, 
Minneapolis, and with Herbst’s, Fargo, N. D. 

His co-officers are well known. William 
(Bill) Cahill as convention director of the 
1941 International Association of Display 
Men's convention performed an outstanding 
job. Barotsky has been a shining light in 
Chicago display cireles in recent years, and 
Haney has been of splendid assistance to the 
club on) various committees for several 
Vears. 

Refreshments were served after the bust- 
ness meeting. 
McMullen Wins First Prize 
In Portland Contest 

To L. A. MeMullen, display director tot 
the Eastern Outfitting Company, Portland, 
Ore., has been awarded the handsome gold 
cup given each year by the local Junior 
Chamber otf Commerce for the citizen whose 
home is most attractively decorated for the 
Christmas holidays. McMullen’s display in- 
cluded Santa Claus and his reindeer be- 
sides numerous other symbols of the season. 
In addition to the cup, which he will retain 
for one vear, McMullen was given his choice 


between a radio, lamp, or a “Mixmaster.” 
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BUTTRESS-BOARD 


For beautiful columns and 
backgrounds in 


Concave--Convex--Woodgrain 
In Stock for Immediate Delivery 
White, Woodgrain and Colors 
Order Now 


GARRISON-WAGNER COMPANY 
Distributors 
1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 








REYFLEC 


A new design of small dots in two colors on 
Reytrim. Very effective for backgrounds, ped- 
estals, columns, etc. 
Red and Blue on White—Green and Yellow 
on White-—-Pink and White on Nile Green 


Rolls 48 in. wide by 25 ft. long. Per roll. ..$2.35 





Distributed from Stock by 


GARRISON-WAGNER COMPANY 


1629 LOCUST ST. ST. LOUIS. MO. 
Chicago Showroom—326 W. Adams St. 








MANNEQUIN REFINISHING 


A new kind of service by an 
experienced mannequin artist 


ALL WORK DONE IN MY OWN STUDIO 

Shipping Cases Furnished—Freight Prepaid—No 

Fuss—No Bother—Better Work—Factory Finish 
Write for Complete Information 


L.M. BRENA INDIANAPOLIS, IND. 
WIGS “35; 
STYLES 
POPULAR PRICES 
Also Complete Wiggers Supplies 


ARRANJAYS WIGS 


32 West 20th St., Dept. D, New York City 














For Victory 
Buy U. S. Defense 
STAMPS and BONDS 
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ATTENTION 
Jobbers of 
Display Merchandise 


to handle complete line of 
Artificial Flowers and _ Dis- 
play Novelties in their own ter- 
ritory for direct manufacturer. 


Address “SUCCESS” 
Care DISPLAY WORLD 
175 Fifth Avenue New York City 


COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Box Jl. 











Combination Advertising-Display Man—Desires 
change; 12 years’ exp. in window and interior 
displays, advertising, sho-cards, radio and re- 
modeling. Young, Gentile, married, capable, 
ambitious, economical. Now employed by pro- 
gressive department store doing quarter million 
in small city 


Address “L. L.,” care DISPLAY WORLD 








Territories Open—Spring, Easter, Summer Dis- 
plays—Third dimensional display in processed 
fiber pulp, machine moulded, inexpensive popu- 
lar price displays, about 50 numbers. Need live 
wires to call on stores, chains, etc. Surprisingly 
generous comm. Correspondence invited; men- 
tion territory covered, lines carried, class of ac 
counts selling, etc. Replies confidential 


Address “I. C.,” care DISPLAY WORLD 








Representatives Wanted by Manufacturer of 


PLASTIC FIXTURES 


Transposter Service, 21 Follen St., Boston, Mass. 








FOR QUICK SALE—Our Christmas window dis- 
play piece at one-half price. Thirteen pieces of 
this year’s talked-of displays made by the 
Silvestri Art Manufacturing Company of Chi- 
cago called the Robinson Group. For further 
intormation and photographs write 


C. H. ENGEL, Care GILMORE BROTHERS 
Kalamazoo, Michigan 








FOR SALE 
Cutawl K9A, 24” scroll saw, air brush, 
and compressor, 35 pounds, all practically 
new. Address 
“W. W.,” Care DISPLAY WORLD 
175 Fifth Ave. New York City 








DISPLAYMAN WANTED 


To design, sell on floor by display mate- 
rial house. Good opportunity—promotion. 


ADVERTISING DISPLAYS & 


DECORATIONS 
1387 West 9th Street Cleveland, Ohio 





POSITION WANTED 
Display designer with eight years’ expe- 
rience in all types of display, including 
artificial flowers. Executive ability. 
Address “R. G.” 
Care DISPLAY WORLD 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, II. 


DISPLAYMAN WANTED 
Capable and experienced in trimming 
windows and writing show cards for va- 
riety store. Interesting proposition. 

F. W. WOOLWORTH CO. 

401 State St. Schenectady, N. Y. 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Ill. 


DISPLAY MANAGER—Desires change. Twelve 
years’ excellent record with leading better type 
stores. Outstanding technique. Thorough knowl- 
edge of display—windows, interiors, store plan- 
ning, modern lighting and design. Alert mer- 
chandise and fashion sense. Dramatic, sales pro 
ducing operation. Economic budget control. Adv. 


exp. Address “B. G.,’”? care DISPLAY WORLD. 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. ommon school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266B Chicago 


PRINT-A-SIGN 
MACHINE 
For Sale—First reasonable cash offer— 
Going in army. Address 
“R. W.,” Care DISPLAY WORLD 
175 Fifth Ave. New York City 








CREATIVE DISPLAY TRAINING in all 

branches, including Windows, Interiors, Back- 

rounds, Store Fronts, Exhibition Booths, Model 

suilding, Showcards; also Retail Sales Promo- 

tion and Advertising Layouts. Moderate tuition. 

Free Placement Bureau. Request Booklet “DW.” 
DISPLAY INSTITUTE 


3 East 44th St., New York MUrray Hill 2-5567 











USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 











WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 


cash with order. February forms close February 10. 


Only $2.00 per inch, 
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Question: How can we prolong the us 
of cut flowers, which we use frequently i 
our displays?—Monmouth, III. 

Answer: The following suggestions, take 
from the Bulletin of the Illinois State Flo: 
ists Association, may help: “Other thing 
being equal, flowering shoots which take u 
water most readily keep best. The rate « 
water intake gradually decreases and wilt 
ing takes place when water is lost mor 
rapidly than it is supplied from below 
Leaves account for most of the water loss, 
and most blooms will keep longer if th 
amount of foliage is reduced. Leaves which 
will be submerged in water serve no useful 
purpose and decay rapidly, and they should 
be removed. Flowers which show signs of 
wilting can be revived by cutting or break 
ing the stems under water. It can be read 
ily demonstrated that shoots treated in this 
way take up water more promptly and in 
considerably larger amounts than shoots cut 
or broken in air. Air bubbles which clog 
the pores of the stems can likewise be driven 
out by dipping the stems in warm water. In 
the case of poinsettias or euphorbias, sub- 
merging the stems for an inch or so in hot 
water helps to keep them from wilting. Add- 
ing disinfectants to the water in flower con- 
tainers is useful in checking the development 
of bacteria which otherwise multiply and 
mechanically clog the water pores. Other 
substances, such as sugar, may serve to slow 
up aging processes within the plant tissues. 

“A new treatment to keep holly leaves and 
berries in place longer consists in spraying 
the branches or wreaths with a dilute solu- 
tion of naphthalene acetic acid. With its 
use holly wreaths have been known to keep 
fresh for as long as several weeks without 
falling apart.” 

Question: I wish to make a display involv 
ing tree stumps made out of muslin cloth. 
Can you suggest a method by which I can 
make the muslin resemble the bark of a 
tree?—New York City. 

Answer: Make a framework of fir ply- 
wood covered with chicken wire. The muslin 
to cover is soaked in glue sizing and wrin- 
kled as it is applied to the framework. It 
is then painted as desired. Another way 
is to cover the framework with newspapers 
which have been soaked in water glass 
(sodium silicate), moulding as desired. 


Question: What kind of paint or stain 
can I use to get a driftwood effect on fir 
plywood? Also, is there some sort of chem1- 
cal one can rub on a printed illustration 
and transfer the illustration to a show card? 
I don’t mean a decalcomania.—Clearwater, 
Florida. 


Answer: Bleach the wood with a commer- 
cial bleach obtainable from any paint house. 
Then sandblast the surface lightly to obtain 
the effect of natural erosion. If sandblast 
is not available, go over the wood with a 
stiff wire brush. Another way is to use the 
brush on the wood and then cover the sur- 
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face with a thin wash of white lead, worked 
thoroughly into the pores of the wood. 

We have no knowledge of a transfer chem- 
ical of the type you mention. 


Question: Can you give me a formula for 
making papier mache ?—Chester, Pa. 

Answer: Although the following formula 
was published in DISPLAY WORLD some 
time ago, requests for a papier mache recipe 
are received almost daily. It is therefore 
reprinted here, as taken from “Henley’s 
Twentieth Century Book” of formulas: “The 
following are the ingredients necessary to 
make a lump of papier mache a little larger 
than an ordinary baseball and weighing 17 
ounces; wet paper pulp, 4 ounces; dry paper, 
1 ounce; water, 3 ounces; dry plaster of 
Paris, 8 ounces; hot glue, % gill or about 
4% tablespoonfuls. 





“While the paper pulp is being prepared, 
melt some best Irish glue in the glue pot 
and make it of the same thickness and gen- 
eral consistency as that used by cabinet 
makers. On taking the paper pulp from 
the water, squeeze it gently but do not try 
to dry it. Put in a bowl, add about three 
tablespoonfuls of the hot glue, and stir the 
mass up into a soft and very sticky paste. 
Add the plaster of Paris and mix thoroughly. 
By the time about 3 ounces of the plaster 
have been used, the mass is so dry and 
thick that it can hardly be worked. Add the 
remainder of the glue, work it up again 
until it becomes sticky once more, and then 
add the remainder of the plaster. Squeeze 
it vigorously through the fingers to thor- 
oughly mix the mass and work it until free 
from lumps, finely kneaded and _ sticky 
enough to adhere to the surface of a planed 
board. If it is too dry to stick fast, add a 
few drops of either glue or water, and work 
it up again. When the paper pulp is poor 
and the mache is inclined to be lumpy, lay 
the mass upon a smooth board, take a ham- 
mer and pound it hard to grind it up fine. 

“If the papier mache is not sticky enough 
to adhere firmly to whatever it is rubbed 
on, it is a failure, and requires more glue. 
In using it, the mass should be kept in a 
lump and used as soon as possible after 
making. Keep the surface moist by means 
of a wet cloth laid over it. If it is to be 
kept over night or longer, wrap it in several 
thicknesses of wet cotton cloth and put 
under an inverted bowl. If it is desired to 
keep a lump for a week, to use daily, add a 
few drops of glycerine when making so that 
it will dry more slowly.” 


ENGLISH DISPLAY HIGHLIGHTS 
DURING THE WAR 


[Continued from page 75] 


an elaborate exhibit entitled “London Pride” 
which was described as the “finest piece of 
display propaganda on the Home Front yet 
used.” Completely photographic in nature, 
it showed London’s fine morale under the 
rain of bombs to which it had been, and 
Was continuing to be, subjected. 

\pril, 1941: Retail displaymen were using 
much of the display materiais sent out by 
the Ministry of Food in a nation-wide con- 
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servation program. Such themes as “How 


To Play Your Part on the Kitchen Front,” 


and “Eat Wisely to Keep Fit” were used. 

Displaymen were of course making tie-in 
displays with many fund-raising campaigns. 
this being done on their own initiative. 

May, 1941: Display windows which had 
been blasted out were replaced by board- 
work, leaving much smaller space for dis- 
play—but still display. Poster treatments 
were employed extensively on the boards 
covering much of the former window space. 

The Ministry of Information resumed its 
use of display propaganda, sending bulle- 
tins and display materials every three weeks 
and requesting that displays installed on 
recommended subjects be retained for a full 
three-week period. The first release of the 
new program dealt with “Immunization 
Against Diphtheria” and was in collabora- 
tion with the Ministry of Health. 

The War Savings Committee was making 
fine use of local display and the Ministry 
of Food was commended again for the fine 
display results obtained. 

“War Weapons” week 
rather stereotyped in nature, although most 
of the better London stores participated. 


displays were 


July, 1941: The government continued its 
displays, though for the most part 
rather unimaginatively with the exception 
of the Ministry of Foods—this probably be- 
cause the director of the latter, Lord Wool 
ton, is very display-minded. The Post Office 
Department was credited with good use of 
display, as was the Ministry of Agriculture. 


use of 


Six traveling exhibits were routed through 
the country, dealing with “How to Fight the 
Fire Bomb;” “New Life to Land;” “Free 
Europe’s Forces ;” “Women at War; Amer- 
ican aid to Britain, and the story of the 
merchant navy. 
Retail windows in general were getting 
back more into the swing of 
largely to the few bombing raids on Eng- 
land as compared to the. fall and winter 
which had gone before. 


things—due 


The Ministry of Home Security opened 
four exhibitions showing retailers a collec- 
tion of materials and methods for the pro- 
tection, substitution, and obscuration § of 
glass. 


August, 1941: The Ministry of Information 
was responsible for exhibitions 
staged in other countries—such as the one, 
“Britain at War,’ which appeared at the 
Museum of Modern Art, New York City. 
The same government division continued its 
regular display releases. 


several 


National display by large advertisers con- 
tinued to be used almost as extensively as 
before the war. The limit on the number 
of newspaper pages was perhaps responsible 
for what amounted to an increase in na- 
tional display, other factors considered. 


October, 1941: In addition to the regular 
display program, the Ministry of Informa- 
tion staged an exhibit in London on the 
theme “How to Deal with Poison Gas.” 


November, 1941: An ambitious program to 
insure the use of 15,000 window displays for 
the “War Savings” campaign was worked 
out by the director of display for the Na- 
tional Savings Committee. 
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1942—-LOWER PRICES—1942 


for 87“ VELVELUR 


and for VELVELUR line of panels, pano- 
ramas and backgrounds. 87” 


wide, 36’ long. Per roll...... $4.75 


Made by 
The Ace Paper Company, Inc. 
New York 


Distributed from Stock by 


GARRISON-WAGNER COMPANY 


1629 Locust St. St. Louis, Mo. 
Chicago Showroom—326 W. Adams St. 











THAYER & CHANDLER AIRBRUSH 


for the particular artist 


4 
\ THAYER 





O10 W.VAN BUREN ST., CHICAGO.ILL 


“FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


FLAME-GLO CO. Inc. New" foxx’ city 

















TRAPHAGEN FOR RESULTS! 
High-salaried, fascinating profession. Unlimited 
OPPORTUNITIES. Demand for workers trained 
in Fashion, Interior, and Counter Display by Trap- 
hagen School. Register now for Day, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 








For Victory 
Buy U. S. Defense 
STAMPS and BONDS 














ePlease Mention DISPLAY WORLD 
When Writing Advettisers 





Change Of Positions 
For Harbour 


Robert Harbour, 
number of years in charge of display for 
Allen & Jemison Company, Tuscaloosa, Ala., 
has taken a similar position with Fannin’s, 
of Montgomery, Ala. While with Allen & 
Jemison, Harbour won many display con- 
tests, particularly those dealing with sport- 


who has been for a 


ing goods. 


Booklet a 
On Plywood 


An interesting eight-page folder released 
by Durez Plastics & Chemicals, Inc., North 
Tonawanda, N. Y., is titled “The New 
Resin-Bonded Plywood.” It contains a brief 
history of the plywood industry, describes 
present-day methods of manufacture, and 
illustrates the widespread uses of this new 
structural material. 








Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 

QO) a Equipment 
() Animated Signs 

) Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 

_) Cardwriters’ Materials 
[) Color Lighting 

() Crepe Papers 

CL) Composition Pieces 
Cut-out Letters 

g Machines 
Decorative Papers 
Decalcomania 

[] Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 
Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 
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L igs 
CJ Window Lighting 


Do you wish a copy of their catalogue? 
| Do you plan to remodel your store soon? 
(}) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 
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Display Manager 

Street 


City 
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JANUARY, 1917 

Charles Ely became display manager for 
The Emporium Dry Goods Company, De- 
troit. He was formerly with the George & 
Henry Company of the same city. 

Sol S. Victor, display manager for Kline’s 
Detroit, and formerly assistant display man- 
ager for J. L. Hudson Company, took charge 


of display for The Russel Company, Detroit. | 


At the January meeting of the Display 
Managers Club, New York City, the follow- 
ing were elected to office: president, Jerome 
A. Koerber, Strawbridge & Clothier, Phila- 
delphia; first vice-president, F. G. Schmehl, 
The Greenhut Company; second vice-presi- 


dent, Harry Bird, Wanamaker’s; secretary, 


W. F. Allert, and treasurer, J. P. Trewhella. 
Thorkild Larsen, for eleven years with 


Price & Rosenbaum, Brooklyn, resigned to | 
. S | 


become display manager for H. Batterman 
Company. He was succeeded at Rosen- 
baum’s by his first assistant, Charles Foote. 

R. M. Montgomery joined Sloan-Buchan 
Company, East Liverpool, Ohio, as display 
manager. 


JANUARY, 1932 
Richard Wallace, who resigned as display 
manager for Lord & Taylor, New York 
City, joined B. Altman Company in_ the 
same capacity. He succeeded Herman Frank- 


enthal, dean of New York City displaymen, |! 


who had recently retired. 

An election meeting of the Buffalo Display 
Club resulted in the following men_ being 
named to office: president, J. A. Apsey, Buf- 
falo General Electric Company; vice-presi- 
dent, L. C. King, L. L. Berger Company, 
Inc.; secretary, V. R. Carroll, Windo-Craitt 
Display Service; treasurer, L. J. Panzicki, 
The Kleinhans Company. 

I. EF. Ogg, in charge of display for 
Moore’s Department Store, Sharon, Pa., was 
elected president of the local display club. 

J. ©. Bateman, formerly with Sanger 
Brothers, Fort Worth, became display and 
advertising manager for L. G. Gilbert Com- 
pany of that city. 

The Southern Display Men's Association 
planned its 1932 convention for May 9-11, 
with Louisville as the convention city. 

Carl Haecker returned to his duties as 
display director for Montgomery Ward & 
Co., Chicago, after a three-month inspection 
trip of Ward stores on the West coast. 


Stereoscopic Visualizer: 
Of Multiple Purposes 


Seen to have a place in display, particu- 


larly within the interior of a store, is a new 
type of stereoscopic visualizer which shows 
a single sequence, a combination of color 
and black and white pictures, all color pic- 
tures, or all black and white subjects. The 
cabinets can be designed to accommodate 
from one to six viewers at a time. The 
disks which are employed in the device are 
interchangeable. Full details are available 
from George F. Hausherr, 26 Harvard ave- 


nue, Lynbrook, N. Y. 


JANUARY, 1942 








ADVERTISING INDEX 


JANUARY, 1942 


Ace Paper Co. 
Arranjay Wig Co. 
Art Banner Corp. 
Artley Studios 
Art Panel Studios 
Barron & Associates, J. E. 
Becker Sign Supply Co. 
Bliss Display Corp. 
Brenan, L. M. 
Brosnan, Inc., Mary 
Bulkley, Dunton & Co. Inside Back Cove 
Carstenite Sales . 7) 
Century Lighting, Inc. 66 
Chicago Cardboard Co. 57 
Columbus Coated Fabrics Corp. 47 
Copeland Studio, Ruth .. 63 
Coy, Disbrow & Co. 57 
Darling Co., L. A. 19 
Decorative Plant Co., Inc. 65 
Detroit Showcase Co. 58 
Display Mannequin, Inc. 73 
Display Stage Lighting Co. 47 
Douglas Fir Plywood Assn. 31 
Durable Displays, Inc. 37 
Eaton Brothers Corp. 7! 
Flame-Glo Co., Inc. 79 
Fleischman Displays, Inc. 23 
Garrison-Wagner Co... .58, 59, 64, 69, 77, 79 
General Display Corp. 73 
Goodman Flexible Sleeve Form Co. 75 
Greggory, Inc. 17 
Haida Displays, Inc., Victor 59 
Hansen Mfg. Co., A. L. 67 
Helms Chemical Co. 77 
International Register Co. él 
Kaufman Studios, Ellen 69 
Korrect-Way Display Products 

Inside Front Cover 
Lloyd Co., W. H. S. 68 


Maharam Fabric Corp. 74 
Majestic Rayon Corp. 68 
Manhattan Wood Letter Co. 

Manheim, Max 

Mannequin Display Studio 

Marcus Window Display Service 

Marquardt & Co. 

McGraw-Hill Book Co. 

Merkle-Korff Gear Co. 

Mileo, P. C. 

Mitten's Display Letters 

Museo del Desierto 





Nu-Way Fixture Factory 

New Life Studio 

Opportunity Exchange 

Paasche Airbrush Co. 

Paper Converting & Finishing Co. 
Promotion Displays, Inc. ee 
Redikut Letter Co. 

Regimental Products Co. 

Reyburn Mfg. Co. 

RIP Studio 

Roehl, Virginia 

Schack Art. Flower Co. 

Sherman Paper Products Corp. 
Sherwin-Williams Co. Back 
Shoe Form Co. 

Siegel, Nat 

Spadea Studios 

Speedway Mfg. Co. 

Stensgaard & Associates, Inc., W. L. 
Thayer & Chandler 

Thaphagen School, The 

Wideroll Paper Co. 

Williams, Inc., Jas. B. 

Wold Air Brush Mfg. Co. 


Zeppen-Field Studios, W. M. 











NEW SPRING COLORS 
Write For Color Chart 


BULKLEY, DUNTON & CO. 
Display Paper Division 

NEW YORK--295 MADISON AVE. 

CHICAGO--2635 S$. WABASH AVE. 





OVER 

100 
SPARKLING 
NEW | 
DISPLAY 


than ever before — the new 
“Quali-Craft’’ Display Guide 

for Spring & Summer, 1942! 
Bigger—because there are 

72 pages chock-full of new 

and interesting display 

products — more than three 

4 y fm times as many as have ever 


a a « appeared in any previous 
Spring-Summer | ail 


] 4} f * / Better — because from 
Py a 4M cover to cover this useful 
. oe Hi | Guide for Displaymen is 
packed with brand new dis- 

play ideas designed to really 

stop traffic and produce 

sales. Send the coupon now! 


al URRY! yl Send for this catalog and order your display needs while 
stocks are complete. SEND THIS COUPON NOW! 
anne A Wittianes The Sherwin-Williams Co., (Dept. S) NAME 
my) Al a **. 
igi Gentlemen: Please send me a FREE copy ADDRESS 


, ° 47] Y) of the new Spring & Summer 1942 Quali- 
YG Craft Display Guide. CITY 
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